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sPEAKING OF THE 


in June than in any other month 
of the year, the chances are that the 
engagement and wedding rings will 
be bought considerably before June. 
This idea last year prompted Kay’s, 
of Long Beach, Calif., to declare that 
“Maytime is ringtime,”’ 
range a window display in May, fea- 
turing solitaires and wedding bands, 
both singly and ensemble. Little 
shadow box stages showed bridal 
parties at the altar, over the arch 
being printed, “Maytime Is Dia 
mond Time.’ Kay ads offered dia- 
monds, not only to June brides-to-be, 
but to brides of one, five, ten 
twenty-five years ago, suggesting 
diamonds for anniversary as well as 
bridal gifts. Kay’s likewise urged 
that heirloom diamonds be reset in 
modern mountings as wedding or 
anniversary gifts. 


ig your city has more marriages 


and to ar 


and 


© © 


RINTERS’ INK, the advertis 
ing industry’s bible, 
devoted over a column to describing 
and picturing the advance notice of 
a salesman’s call, used by Bishop & 
Bishop, manufacturing jewelers, 336 
Mulberry St., Newark. 
This humorous postcard announce- 


recently 





- Brs\hOPs ARE Coming } 






This is te awnounce thet 
our Representative 


peices 
will call on you on ov about 








Bisnop&Bisnop 
Manvfactunng Jewelers 
Newark,N. J. 
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ment puns upon the name of the firm, 
Bishop & Bishop. It pictures two 
bishops, in clerical garb, one carry- 
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ing a salesman’s grip and a satchel 
from which falling out rings, 
brooches and bracelets, and the other 
huge diamond 
“The Bishops are coming,” the 


are 


bishop 
ring. 
card 
our representative 


carrying a 


“This is to announce that 
will call on 


says. 
you on or about... .” 

“Jim Mackey, one of the Bishop 
& Bishop salesmen, originated this 
idea, which has caused quite a lot of 
comment in the trade and has paved 
the way for a good reception for the 
company’s 
Ink said. “While other companies 
may not have a name to pun on, they 


salesmen,” Printers’ 


probably can find their own original 
approach to the idea.” 


o © 


. > ONCERT tickets? Certainly. 
Two in the fifth row will be 
$6.60.” What’s this got to do with 
jewelry? Answer: 
terprise. When the Cincinnati Sym- 
phony Orchestra was to present a 


Community en- 


concert in Jacksonville, Fla., Jacobs 
arranged with the 
committee in charge to conduct the 
sale of tickets in their store. The 
advance adver- 


Jewelers, Inc., 


result was that all 
tising and said to get 
tickets at Jacobs, and that Jacobs’ 
personnel had the opportunity of 
making friends with many music- 


publicity 


lovers who had never _ previously 
visited the store. 
© © 


HE price of a pencil is all that 
Kingoff’s, Roanoke, Va., often 
pays to establish the new address of 
an unpaid account. When mail comes 
back from the old address, and 
Kingoff’s believes that the customer 
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has moved to such-and-such an ad- 
dress, but is not sure, the store sends 
the account a “blind” postcard. 
which, if returned within ten days, 
with name and address filled in, en- 
titles the sender to an automatic pen- 
cil. 

Kingoft’s name does not appear on 
the return-card, which is addressed 
to a box number. When the replies 
come in, Kingoff’s sends pencils to 


the given addresses. Thus the store 


definitely locates unpaid accounts 
and can finish collecting. 
© © 


V. Parkes of Newport-Balboa, 
e Cal., ought to be able to claim 
a long-distance record for watch re- 


pair customers. He has one, at least, 






“come 
gack — 
goon 








as distant as 7500 miles away. The 
customer is George T. Peabody 
whose watch is the official timepiece 
on the Lais Milita Plantation at 
Mindanao, Philippine Islands. 
Accompanying the watch when it 
arrived early in February was a note 
explaining that it had been the gift 


of a local friend, and its owner 
wanted a local jeweler to repair it. 
© © 


HAT Maiden Lane, in its hey- 

day, was to New York, the 
1600 block of Main St. will soon be 
to Dallas, Tex. 

By mid-summer you'll hardly be 
able to look into any show window, 
in this block, without seeing jewelry, 
watches and silverware. After 42 
years down Main St. at No. 1100, 





Linz Bros. are moving into a new 
home at No. 1608. A few steps away 
on the same side of the street, is the 
fine modern establishment of Arthur 
A. Everts Co., at No. 1616. 

The opposite side of Dallas’s jew- 
elers’ row finds Bailey’s at No. 1611, 
where an attractive new place of 
business was opened six months ago. 
The Shaw Jewelry Co. is moving to 
1613-15 Main St., where it will 
double the floor space of its present 
location at No. 1618. Still another 
jewelry store, Gordon’s, will open in 
the same block within a few months. 


© 


_J OW to stimulate sales during 
; slack seasons without running 
up such huge advertising bills that 
the increased business scarcely 
merits, is a problem that confronts 
every jewelry house. Craven's jew- 
elry store in Kansas City, Mo., be- 
lieves it has found a successful help 
in solving this problem. Namely, a 
daily change in window displays in 
both costume and higher priced 
items. 

This plan, which the company has 
employed since the first of 1940 has 
been more than satisfactory, accord- 
ing to C. S. Craven, president of the 
company. 

“Many customers have told me 


that they were by our windows one 
day and didn’t see anything they 
cared for, but the next day after the 
window had been changed they had 
seen something they wanted and that 
was the reason they came in. 

“We have also found that this 
change of displays daily brings sales 
of a higher unit price and not so 
much price shopping as many other 
avenues of promotion do.” 


©. > 


nN a further step in the expansion 
that has doubled its size in the 
last five years, Perel & Lowenstein, 
Memphis, has created a public rela- 
tions department, headed by Ted 
Johnson. 

“In conducting the volume of busi- 
ness we do,” William P. Lowenstein 
said, “it is inevitable that some mis- 
takes will be made despite our best 
efforts. It is our firm belief that we 
make very few. Mr. Perel and I are 
constantly checking to make our ser- 
best. Mr. 


assist us in improving our service to 


vice the Johnson will 


our customers. Satisfying our cus- 
tomers will be Mr. Johnson’s special 
job, as it is the first duty of every 
employee. He will also be associated 
in our general publicity and promo- 
tional activities.” 
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"Don't worry about the payments! My fiancee has a good job." 
40) 








Mr. Johnson came to Memphis 
after five years as publicity director 
and producer of community radio 
programs. Before that he was with 
a news service at Washington, D. C. 


© © 


EVERAL vears ago A, §., 
Pflueger, Roanoke, Va., put a 
baleony in the back of his jewelry 
store, with a short flight of stairs 
leading up, to carry giftwares, but 
soon discovered that people would 
not walk up there to buy little things, 
so he put in bigger things like pottery 
and other items running from $2 to 
#5 that catch their eye. Now he finds 
people will go up and look at it, and 
he can now sell more where before 
his sales were few and far between. 
Mr. Pflueger talks on table set- 
tings, decorations and silverware to 
sororities and women’s organizations. 
“These talks have been a very fine 
thing,” he says, “because they give 
me leads that possibly I could not 
have obtained otherwise.” 


© © 


bbe reader H. B. Smith of New 
Bedford, Mass., we are indebted 
for the following priceless bit of 
advice from the Household Ques- 
tions department of the Fairhaven, 
Mass., Star: 
“To clean a_ clock, 


piece of absorbent cotton about as 


saturate a 


large as a hen’s egg with kerosene 
oil and place it in the bottom. Close 
the door and let the cotton remain 
for three or four days. Then take 
it out and swing the pendulum. Un- 
less something is broken, the clock 
will go all right, as the fumes from 
the oil clean the works.” 

No wonder clocks need rebushing. 


© © 


HE diamond room of C. B. 


Brown Co., Ine., in) Omaha, 
Neb., has recently been redecorated. 
The walls are blue velvet, the panel- 
ing silver-blue-gray, the rug blue, 
this color scheme producing an ad- 
vantageous environment for the dis- 
play of diamonds. A daylight lamp 
hangs over the small table at which 
diamonds are shown while the cus- 
tomer and clerk sit in comfortable 
A wall-niche 
diamond 


leather-seated chairs. 
beside the table holds 


scales. 
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OMEN will wear diamonds more than eger this 

summer, says Vyvyan Donner, noted fashion 
authority who produces the famous style films whicli mil- 
lions of women look to for fashion guidance. 


Daytime or evening, indoors or out, with sheer chif- 


‘ 


fon party dresses, or woolen “‘spectator-sports” outfits, 
diamonds will be definitely smart. Formal pieces will be 
correct with the sheer cottons and flowered chiffons worn 
in late afternoon and for moonlight dancing. Novelties 
such as fish, birds, animals and the like will be the rage 
for daytime and sports wear. “Diamonds are really 
needed on the dull sheer woolens that will be so popular 
this season,” says Miss Donner, “‘because they give just 
the right sparkle to these soft lustreless fabrics.” 

Miss Donner has just finished making a new techni- 
color film portraying the summer fashions, which will be 
shown at movie houses throughout the country in a few 
weeks. Diamonds are so prominently featured in it that 
the jeweler has a marvelous opportunity for a sales- 
making publicity tie-up that’s too good to miss. 

Kind out from the theater in your town which shows 
20th Century Fox films the date on which it will show 
Vyvyan Donner’s Fashion Forecast titled “For Out- 
doors.” 

Get some of the beautiful ‘‘stills”’ 


few of which are reproduced on this page, and create a 


from the movie. a 


tie-in window display. A striking arrangement would be 
to have one or more of these photos attractively framed 
at the back of the window with diamond pieces of appro- 
priate design displayed on lengths of the new fabrics. 

The photos may be obtained for a few cents each from 
Vyvyan Donner, ¢/o Fox Movietone News, 460 W. 54th 
Street, New York. 

Many theaters will also arrange for lobby displays, 
and, of course, the fashion element can be effectively 
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Viamonds lor 
New Summer Styles 

























Outdoor wedding-wear. Necklace and ring of diamonds and 
aquamarines with pale blue gown and wide brimmed hat. 


Hats and woolen 
costumes by Color 
Affiliates; diamonds 
by Cartier, Inc., and 
Udall & Ballou. 





A "nature study'' jewel . . . diamond clip in form of crab 
worn by spectator sports-dress, covering top of zipper-closing. 


used in your newspaper and direct mail advertising. In- 
vite the movie critic and the women’s editor of your local 
paper to your display of diamonds for summer wear. 

The main thing is—here’s a remarkable ready made 
opportunity to cash in on the effect of the world’s strong- 
est influence on taste and public opinion. 






































From Black Star 


“Mother Says Make It Jewelry’ 


L* think, commercially, about Mother’s Day. 
which comes this year on May 12, the second Sun- 
day in May. The florists have for years—and see what 
Mother’s Day means to them. 

The two weeks before Mother's Day can mean big 
business, and hard, cold 
Here’s why: Mother’s Day, next to 
Christmas, is the most publicized, widest observed gift- 


‘ash for opportunity-minded 
retail jewelers. 
giving occasion of the whole year. Every woman who 
has children expects some special tribute from her fam 
ily on this day 
daughter knows that Mother’s Day is the time of times 





and every husband, every son and every 


to show their love and appreciation to wife and mother. 

Mother’s Day, as a gift occasion, may be compared to 
forty million birthdays celebrated at one and the same 
time. A collective job for the jewelry industry is to put 
over the idea that ““Mother’s Day gifts from the jeweler 
are Mother’s Day gifts at their best.” Use windows, 
direct-mail, newspaper ads and special inside-store dis- 
plays. 


' Gifts to Mother from her entire family are (1) more 





Mother’s Day, May 
i2, ean rank next to 
Christmas as the 
year’s greatest gift- 
giving oreasion. 
Every woman who's 
a mother expects a 
gift. Tell the World: 
“Mother’s Day giits 
from the jeweler are 
Mother’s Day gifts 
at their Best 


welcome to Mother because of the collective sentiment 
and the greater beauty or usefulness of the gift than are 
two or more individual lesser gifts, and (2) more profit 
able to the merchant. 

Silver Service as Family's Gift 

The Duval Jewelry Co., in Tampa, Fla., last May fos 
tered this family-gift-to-Mother idea with a table set for 
a Mother’s Day dinner, including a centerpiece filled 
with flowers, and the full complement of china, glass and 
silver. Drawn up beside the table was a tea wagon, with 
a silver coffee set on a tray, to which was attached a card, 
“To Mother, from her loving family.” 

This inside-store display proved effective in suggest- 
ing group gifts from the whole family, of more substan- 
tial value than any member of the family could have 
purchased alone. 

The same store featured a window display, in a wide 
range of prices, during two weeks before Mother’s Day. 
Realizing that there are many types of mothers, whose 
desires are very different, the Duval store used two 
framed pictures in this window, one of them the placid, 
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gray-haired mother ot the older generation, and the 


other, the smartly groomed, wide-awake mother of today. 


"Is She Lavender or Lipstick?" 

“Ig She Lavender or Is She Lipstick?” read a cley 
erly worded card in this effective Mother's Day window 
display. 

“Does your Mother knit socks for ‘her boys,’ or does 
Does she spend 
What 
ever type your Mother is, whether she is old-fashioned, 


she knit bathing suits for herself? 


hours baking pies, or hours under the dryer? 


gray and homey, or modern, platinum blonde and peppy, 
you will find the very gift that will make her most happy 
at Duval’s. Don’t forget Mother's Day, Sunday; we 
haven't.” 

Silverware appeals to all women, so a goodly por- 
tion of the display was given over to sterling, plated 
ware and china. Gold, platinum and costume jewerly. 
wrist watches, clocks, manicure sets, sewing kits, sta 
tionery, domestic electrical’ appliances and radios—a 
“special” radio, for Mother to have in her own bedroom 
-are other naturals for Mother’s Day giving. 

Silver candelabra, platters, salvers, guernsey jugs. 
sugar-and-creamers, vases and complete coffee and tea 
services comprised one of two Mother’s Day windows 
staged last year by Robinson’s, in Los Angeles. A card 
said, ““Mother’s Day—Silver is sure to thrill any home 
making mother,” and large boxes, tied with white rib 
bons and clusters of red carnations, suggested gifts of 
silverware. 
pieces up to little white cupids suspended from the ceil- 
ing near the front of the window area. 


Red ribbons ran from many of the silver 


Robinson’s used the same display idea in another win 
dow display featuring china and glass. 

The same store called attention to its Mother’s Day 
displays with an advertisement that carried the photo- 
graph of a modern mother, white-haired, but alert and 
vibrant with life. Clever word-play captioned the photo- 


“Mother's Day—Silver is 
sure to thrill any home- 
making mother," said 
the card in Robinson's, 
Los Angeles, window dis- 
play. Cupids, suspended 
from the top, hold red 
ribbons leading to sugq- 
gested gifts of silver. 
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graph, “If your Mother is a Grand Mother—Grand 
mother or Grand Mother, in fact or in years—” and 
went on to suggest tableware as a quality tribute to 
her on Mother’s Day. 

Literature abounds with poetic tributes to mother- 
hood which dignify and humanize advertising copy, 
tied to Mother’s Day promotions. A series of Mother's 
Day ads may benefit from repeating the same verse— 
for example Samuel Taylor Coleridge’s lines: 

“A mother is a mother still, 
The holiest thing alive.” 


Maternity Rings Are News 


Motherhood is the crowning achievement of a woman's 
life—certainly as richly deserving of some symbolic 
piece of jewelry as her engagement or marriage, which 
are marked by the wearing of the diamond solitaire 
and the wedding band. 

The maternity ring is the answer to this need for 
some distinctive article of jewelry symbolizing mother- 
hood. Life magazine about a year ago gave atten- 
tion to the maternity ring, then popular in England. 
and immediately several jewelers in this nation took 
up the idea and featured it in their advertising. 

The novelty and symbolism of the maternity ring 
make it a splendid subject for display before Mother's 
Day. It is suggested that a ring set with a ruby be 
given to the mother of a boy, one set with a sapphire 
to the mother of a girl, and one set with two stones to 
the mother of twins, the stones being suited, of course, 
to the sex of the children. 

Pohndorf’s, of Denver, Colo., has an attractive folder 
that explains the “what” and “why” of the maternity 
ring. A picture of an appealing baby, a picture of the 
American flag, and the dedication, ‘““To the Mothers of 
America—the Backbone of Our Nation,’ comprise the 
Inside, on the next page, the familiar little 
song. ““‘How Many Miles to Babyland?” creates more 





cover. 


(Please turn to page 86) 























by 
BENJAMIN ATLAS 









ACK in the early depressing 1930's, H. J. Howe, 
Inc., of Syracuse, one of upstate New York’s Costume jewelry. a depression expedient 





oldest and most distinctive retail jewelry firms, was stag- 
; Ede” : : ‘ 6 with this fine old firm, has become 
ing what seemed to be a futile fight for survival. The 
privilege which the store had enjoyed, ever since it was a major source of traffic and revenue 
founded in 1860, of serving the wealthiest patronage in 


a radius of more than 100 miles, had become of doubtful 







value. The high-priced jewelry field was one of the first Costume jewelry proved to be one of the major factors 
to be blighted by the depression. Howe’s became com- in solving the problem. Unplanned at first, the depart- 
pelled to look for business in lower-priced wares, al- ment just grew, until its real value was finally discov- 
though at the same time trying to retain the reputation ered and systematically developed. 
and distinction with which the firm had weathered other Today, the costume jewelry department occupies an 
periods of economic stress, and which they considered important section of Howe’s attractive store at 201-203 
one of their most valuable assets. S. Salina St., the main business thoroughfare in Syracuse. 
44 THE JEWELERS’ CIRCULAR-KEYSTONE 
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separated from the silverware department by a thin par- 


n. 
yen and glittering with attractive displays—is situated 
toward the rear of the store, it has become the cynosure 
ol jewelry lovers of all income brackets. 

Mrs. Gertrude LeRicheux, 30 years in the service of 
Howe’s (her longevity in the Howe service is typical of 
most of the salespeople in the store), is manager of the 
costume jewelry department. Articles in the department 
range from $1 to $40 in price. 


Lockets’ Popularity Grows 

Best-sellers are gold-filled pieces. Silver is next in 
popularity. Best-selling articles are pins and brooches. 
Last year, clips led, while silver kept pace with gold. 
Bracelets are second only to pins and brooches in popu- 
larity this year. Earrings have lost some of their con- 
sumer attraction, but ornate and large objects of jewelry 
have wide appeal. Sport jewelry is also popular. 

A leading seller is the “Little Bible” locket, which 
opens and has two places for pictures. Lockets of all 
sizes have more appeal than ever, but crosses have lost 
ground from their strong vogue of a couple of years ago. 

The most attractive price range seems to be from $5 to 
$10 in all classes of costume jewelry. Rhinestone pieces 
are selling well as in former years, and multi-colored 
stone-set pieces have considerable attraction. 

Mrs. LeRicheux says that in buying for the depart- 
ment she confines her selections to individual and un 
usually artistic patterns so that articles offered by 
Howe’s will have little likeness to those available at 
popular-priced counters in department stores. In buy- 
ing costume jewelry discriminately, Mrs. LeRicheux ex- 
plains, purchases are made heavily. but without concen- 
trating on any single firm. 


H. J. Howe, Inc., be- 
lieves in the constant 
and effective promo- 
tion of costume 
jewelry, as shown by 
these three typical 
window displays. 


The costume and higher priced jewelry departments are 


Although the costume jewelry counter—long. 


“T have tried to keep this line selective.” she says, “by 
buying a good-sized supply in higher-priced articles as 
we!l as in more moderately priced pieces even though 
there may not be as large a demand for them. 

“IT buy unique designs which I believe have customer 
appeal without their having to be displayed on gowns 
or models as in the department stores. This method of 
buying is necessary also in order that the costume jewel- 
ry will blend with the more valuable articles on display 
in the store.” 

Mrs. LeRicheux says that a heavy business in costume 
jewelry is done almost directly from the outside display 
windows, where showings of this type of goods are al- 
ways on view. In fact, window displays are the back- 
bone of Howe’s promotional activity on costume jewelry. 
Only a small part of the store’s newspaper advertising 
is given over to it, emphasis in newspaper advertising 
being placed on diamonds and watches. The windows, 
which are always attractive, are created by Thomas 
Brown who has been with the firm since 1912. 

Although there are several universities with large 
numbers of women students in the vicinity (such as Syra- 
cuse University, Cornell, Wells College, and others) 
Howe's neither depends upon this class of patronage nor 
directs the chief appeal to it. The trade is steady and 
year-round, and is drawn not only from Syracuse, with 
its population of 209,000, but from such surrounding 
cities as Watertown, Rochester, Binghamton, Utica, and 
Auburn as well. 

While trade is steady throughout the year, improve- 
ment is noted, of course at Christmas, and in the Fall and 
Spring. Average inventory (at wholesale values) of cos- 
tume jewelry is about $4,000 with turnover very rapid. 

Costume jewelry has helped inestimably in the devel- 
(Please turn to page 85) 
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After Mother's Day, this large locket, made of gold-painted wood or building board, can be used 
for graduation and various holidays, simply by substituting a new photograph and selling tex. 


Give Thought 


To Your Windows 


66 HAT window ought to be changed tomorrow.” 
“What! Why we just changed it a few days ago.” 

“No. That display has been in nearly two weeks.” 

“Well, I suppose it ought to be changed then, but I’m 
all out of ideas. Put in whatever you like.” 

How often does such a conversation occur in your 
store? Time has a habit of rolling inexorably on and 
sometimes it seems that almost before the last jewel or 
spoon is in place in one display, it is time to change the 
window . . 
until a few minutes can be snatched from other duties to 


. and no ideas in stock! So anything goes in 


by VIRGINIA DIXON 


sit down and try to think up something really snappy. 
Or else the old display remains in for another week or 
two until your customers begin to think it’s a permanent 
fixture and cease to stop. look and listen to your sales 
story. 

For some reason, the windows are apt to be the “for- 
gotten man” of a store’s merchandising scheme in spite 
of the fact that they’re one of the most vital factors in 
the store’s success. Just as you are likely to be judged 
by your personal appearance in your business relations, 
so is your store often judged by its windows. Clothes 









Flowers harmonize 
with silver—and May 
is a great month for 
both. A "May Basket 
of Spring Values" is 
effective and timely; 
simple and inexpen- 
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ay not make the man, but they have a lot to do with 
may y . 


the impre hse ; é 
By the same token, if a store window is clever, smart and 


ssion he makes, especially among strangers. 


well-groomed, passers-by will judge that its merchandise 
is of good quality, its service reliable and its sales force 
on their toes with a ready welcome. 

It’s well worth while, therefore, to take the time to 
plan ahead for your window displays, so as to get a more 
even distribution of good ideas and expenditures, and 
also to allow sufficient time for arranging displays that 
will enable you to tie in with and take advantage of vari 
ous holidays and local events. 

The only way to be sure of finding that time is to make 
it part of your regular routine. Just as you set up a 
financial budget for the year so that expenditures in one 
direction won’t leave you short of funds for other essen- 
tial things, so it is a wise idea to budget your time as 
well, setting aside certain definite hours for window 
planning and installation. 

Remember, however, that once such a schedule is set 








cate chain, A hand-lettered scroll extends across the top 
of the display with the words “Mother's Day Gifts.” A 
vase of flowers is placed to the left. Merchandise, care- 
fully selected for its appeal as gifts for “Mother,” is 
arranged on the elevation and floor of the window. Cir- 
cular pads on the elevation and on the floor may repeat 
the color of the flowers or some color of the picture. 
While May Day is hardly enough of a gift-giving 
occasion to warrant a display of gift suggestions, the 
May basket idea may be attractively adapted to a win 
dow of special values, at this time of year. A second 
sketch illustrates such a display. The May basket may 
be a real basket, if a suitable one is obtainable, or a cut 
out may again be used. If an actual basket is shown, the 
flowers should be real blossoms and the bow should be 
of ribbon carrying out the color scheme of the flower 
arrangement. If a cut-out is used, the flowers and bow. 
too, may be cut out, or artificial flowers may be used 
with a real ribbon bow. The scroll is hand-lettered 
“Store Name’s May Basket of Spring Values.’ A ribbon 
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Four easy-to-get props give a party air to this Spring display—a costume mask, a corsage, a real fan and a large 
The card explains it's a "Fan Flare of Spring Jewels." 


make-believe fan, on which many pieces are scattered. 


up, it must be rigidly adhered to, to be of service. Keep 
those monthly dates with yourself for a rousing good 
session on windows. Don’t be caught short this year on 
your stock of good windows. 

One of the accompanying sketches suggests a display 
for Mother’s Day, an observance for which the jeweler 
most surely has a rightful claim to increased business. 
An enlarged locket forms the center point of interest. An 
attractive picture of “Mother,” either a drawing or a 
photograph, forms the illustration for one side of the 
locket. A copy card with good selling copy fills the op 
posite side. The locket itself may be cut from heavy 
cardboard and the frame sketched on, or a slender frame 
may be turned in wood. Whether wood or cardboard is 
used, the ring at the top and the chain or cord extending 
from it should be three-dimensional. A metal ring of 
some sort could be used with colored silk cord or a deli 
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runner or fabric covered panel may be used on the floor 
to further carry out the color scheme. Tiny May baskets, 
cut from cardboard may be used as price cards. 

A “Fan Flare of Spring Jewels” features a third dis- 
play, this time for jewelry alone. A fan platform may 
be made from heavy cardboard or wallboard with the 
fan sticks either painted on, or if the “fan” is covered 
with fabric, they may be indicated by ribbons stretched 
across the proper places. A costume mask, a corsage of 
artificial flowers and a real fan are attached to a back- 
ground panel to carry out the carnival suggestion. A 
wide variety of jewelry pieces may be shown on the fan 
platform. Others are placed on cylinder elevations at 
either side or laid on a fabric pad on the floor. The color 
scheme of this display should be gay, but the color of 
the fan should be chosen to be flattering to the jewels 
selected. 
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ANT to win back some of those small-balance, 
W vvic-u or inactive customers? These prospects, 
you know, qualify for profitable direct-mail exploita- 
tion, though most letters they get are hackneyed and 
dull. Confucius say: “Good lists merit exceptionally 
good sales letters.” 

And Jess Kortz, president of Kortz-Lee Jewelry Co., 
819 16th St., Denver, agrees with Confucius. Here’s 
the Kortz-Lee formula: consistently work inactive cus- 
tomers with sales letters, but don’t use flat, unoriginal 
letters; get up novel, clever presentations. 

“If you use good letters, you can’t keep from reopen- 
ing accounts,” says Mr. Kortz, whose letters sparkle 
with originality and cleverness. He gets them up with 
the aid of Will Zelkin, direct mail expert. 

One of them sparkled with something else—a “gold 
horseshoe.” Of light gilded metal, the horseshoe was 
glued to the letterhead, so that it encompassed a pitching 
post, sketched at the top of the page. The large hand, 
by which the horseshoe has been thrown, was shown, 
and in large giant typewriting, with a fill-in of the 
customer’s name, was the salutation, “You've Pitched a 
Ringer, Mr. Brown.’ Can you imagine any recipient 
of that letter tossing it aside in disinterest? Of course 
not. So popular was the letter that dozens of people 
who had heard about it asked the store for samples. 

The letter, which enclosed an “honor roll” card, had 
these opening paragraphs, relating to the horseshoe: 

“In the game of horseshoes, ‘pitching a ringer’ signifies a 
good player! 

“In business, as in every game, the player ‘pitches’ toward a 
certain goal. In our business relationship with you, the goal 


you have won is that of A-1 credit rating. The gold horse- 
shoe with which you made your ‘ringer’ symbolizes the ‘golden’ 


qualities of honesty, promptness, and sincerity, with which you 


have handled your account. 

“You have ‘played the game’ fairly with Kortz-Lee. Turn 
about is fair play, so we are pleased to award you the highest 
credit standing possible, and the special credit privileges which 
we grant only to our most valued customers.” 

The standard customer follow-up begins with a small- 
balance letter sent when the account is approaching 
final payment. The No. 2 effort comes when the final 
payment is made. Then, in spaces about a month apart, 
the store sends three letters. An office assistant from 
day to day makes up lists and turns them over to the 
direct-mail office for production. The list drops sub- 
stantially with each letter. The final letter of the con- 
tinuous follow-up makes a dramatic appeal which will 
be described later. ii 


THE JEWELERS’ CircuLar-KEysfoNnE 
for April, 1940 


49 


Small-balance, paid up or inactive acceunts 
just can’t help reading Keortz-Lee’s 


flattering, personalized. hamorous letters 


by JOHN T. BARTLETT 


In addition, there are three standard mailings to all 
inactive accounts—in early fall, Christmas, and about 
the first of June. 

In all retail direct mail practice, no letters are com- 
moner than those directed at inactive customers. Such 
prospects qualify for profitable exploitation. But most 
effort is hackneyed, dull. “Good lists merit exceptionally 
good sales letters,” is Jess Kortz’ philosophy. So novel 
presentation ideas, including clever use of cartoon and 
other illustrations, are the basis of the company’s letters. 

The large illustration at the top of one letter showed 
a desk box-file, with a single protruding card at front. 
On this card, opposite, ‘““name” and “address” was a 
typed fill-in. The letter below tied right in. 

“Your name has found its way into a little file here on my 
desk. 

“T call it my ‘blue file’ because it represents inactive custom- 
ers—good customers who are not using their charge accounts. 
The names of only a few customers ever reach this file. When 
they do, it is a serious matter with us. 

“That is because we feel our old customers are our best 
friends and we are more concerned in keeping their good-will 
than in getting new ones. Only through their friendship can 
our success continue. 

“Every thought and plan, every bit of merchandise at Kortz- 
Lee is offered with your satisfaction in mind. The use of your 
charge account tells us whether we are succeeding in pleasing 
you. 

“Naturally, I am anxious to remove your name from my 
‘blue file’ as soon as possible. And so I am sending you one 
of ovr Honor Roll cards, which is given only to our very best 
customers. It not only entitles you to a worth while saving, 
but also enables you to obtain anything you desire without 
making a down payment—and on our most liberal and con- 
venient terms. 

“Why not drop in the next time you are down town, if only 
to say ‘hello.’ It will be a real pteasure to see you in the 
store again.” 


“You’ve rung the bell, Mr. Smith,” in giant typing, 
headlined a sales-letter illustrated with the huge sketch 
of a midway machine, and an exultant patron, whose 
mighty blow had “rung the bell.’ “Here’s the Customer 
We Want to Serve Again!” a breather in giant type 

(Please turn to page 84) 
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Floor plan of the “designed-for-selling’’ 
Samuels jewelry store shows how the gift 
and costume jewelry departments gain 
the benefit of heaviest customer traffic, 
and how some seclusion is provided for 
the sale of higher priced merchandise. 





DISPLAY 








TIBULE 


Carpeting throughout 
the selling area adds 
to customer's comfort. 
Higher-priced mer- 
chandise — watches, 
gold jewelry, rings 
and sterling—is sold in 
this part of the floor. 


The open display of 
giftwares on the 
bleached birch cabi- 
nets and shelving at 
the right of the main 
aisle invites impulse 
purchases. Optical 
and repair depart- 
ments are straight 
ahead, with costume 
jewelry at the left. 
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Entrance is parallel with one street, right-angled to other 


ustomers’ Comfort First 


q* the principle that sales resistance drops when 
the customer feels thoroughly at her ease and in 
a harmonious environment, the new store of Albert S. 
Samuels Co., in Oakland, Calif., does everything pos 
sible to make shopping a pleasant experience, physically 
and psychologically. 

Plans for the store, at 17th St. and Broadway were 
made with the idea of showing every classification of 
jewelry store merchandise in such a way and providing 
equipment so adequate that a perfect setting for the 
finishing touch, word-of-mouth salesmanship, would be 
created. In this case, to the trite old saying that “mer 
chandise well displayed is half sold” it is in order to 
add that studious attention to the details of a store 
layout minimizes sales resistance and puts the customer 
at ease in a harmonious and enhancing atmosphere. 

Many installation traditions were ignored. New 
ideas were sought from outside sources, and many were 
developed out of the long experience of Albert S. 
Samuels, president and general manager of the company. 
and his capable staff of assistants. The physical details 
were worked out by J. E. Saasta, display manager. who 


—_ 


also supervised the entire installation. 

Customers sit on comfortably upholstered green 
leatherette chairs, pulled up to glass-topped, table-type 
fixtures, in Samuels’ new designed-for-selling store. The 
sales people have benches on the other side of the fix 
tures, where they have easy access to the merchandise. 
which is displayed in three trays, inside the shallow 
compartment below the glass top of each of the tables. 

Glass top tables like these are used for displaying and 
selling rings, watches, jewelry, flatware and men’s ac 
cessories. Each table contains pigeon holes for a fold 
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Table-type sales fixtures. with chairs 
for customers. replace counters 


in this blonde-hued Oakland store 


by OTIS R. TYSON 


ing plush mat and all of the stationery forms necessary 
for the completion of either a cash or an installment 
sale. 

The ring department is on the extreme left of the 
selling area (see the accompanying sketch of the floor 
plan). Its equipment consists of two glass-top table- 
type fixtures, two stock cabinets, two benches for sales- 
men, and four chairs for customers. The stock cabinets 
hold a series of drawers, each one of which is numbered 
to hold a certain classification of merchandise and to be 
put in a definite place in the safe. 

An ultra-modern feature of the ring department is a 
specially built double-arm lighting fixture, the first of 
its kind to be put into actual store use after years of 
experimentation by one of the major electrical equip- 
ment organizations. The base of the heavy bronze fix- 
ture rests on the center stock cabinet. The arms contain 
a new type of luminous glass tubing, which, the store 
says, produces a “daylight” illumination, permitting the 
showing of diamonds under ideal conditions regardless 
of the weather or time of day. 

Gold jewelry and men’s and women’s watches are 
housed in a similarly comfortably equipped department 

(Please turn to page 83) 
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Show windows of top-flight department 
stores are laboratories for new display 
ideas. Imagination-packed displays like 
these may well be of inspiration to jewel- 
ers. All of them are crowd-stoppers; all 
show costume jewelry in actual use. Top 
right is by Bamberger Co., Newark, N. J., 
the others by Lord & Taylor, New York. 





Hine craltsmen 
In precious metals 


SINCE 1899, 


Wadsworth 


THE WADSWORTH WATCH CASE COMPANY, INCORPORATED, DAYTON, KENTUCKY 
Offices: New York, 630 Fifth Ave. Chicago, 35 East Wacker Drive 
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HE term “gem” indicates a precious stone and is most ac- 

curately applied to the finest specimens in each variety. 
Descriptive names used in describing stones should be ac- 
curate. Such words as “real,” “genuine,” “natural,” etc., 
should be applied only to genuine stones. Genuine stones are 
produced by nature. 

Imitations of genuine stones should be described as_imita- 
tions. Names such as “pearl,” “diamond,” “ruby,” “sapphire,” 
“emerald,” “topaz,” or the name of any gem stone, should not 
be used to describe any product which has been artificially 
cultured or cultivated, manufactured or produced synthetically 
or artificially, with the capacity, tendency, or effect of mis- 
leading purchasers into the erroneous belief that such products 
are genuine. (F. T. C.) 

Where a natural stone is colored to resemble some other 
natural stone, and it is desired to use the name of the stone 
simulated to designate the color, the word “colored” or “dyed” 
should be inserted between the name signifying the stone that 
is simulated and the true name of the stone (or the word stone 
where the true name is not known) e. g., “carnelian-colored 
onyx,” “carnelian-dyed stone,” ete. 


DOUBLET 


A doublet is produced by cementing two parts together, one 
of which must be a genuine stone. 


SYNTHETIC STONES 


Produced by artificial means, but having approximately the 
same characteristics of the genuine stones, e. g., (a) hardness 
with a tolerance of 5 per cent over or under the extremes of 
the genuine; (b) same dichroism; (c) specific gravity or 
density with a tolerance of 5 per cent over or under the ex- 
tremes of the genuine; (d) chemical constituents with reason- 
able tolerance in the proportion of the constituents. Synthetic 
stones should not be advertised as “genuine.” 

The term “synthetic” should not be applied to stones other 
than those produced by artificial means and having essentially 
the same physical, chemical, and optical properties as the 
genuine or natural gem stones. (F. T. C.) 


DIAMOND 


A mineral consisting essentially of pure carbon crystallized 
in the isometric system, either colorless or colored. Its hard- 
ness is 10 and its specific gravity about 3.52 (F. T. C.) 

The word “diamond” may not be employed alone or in con- 
nection with “facsimile” or “blue-white” so as to imply that 
products made of glass are other than imitations of diamonds. 
(See also F. T. C. 1983.) 

The term “Spanish diamonds” for jewelry made of glass and 
cheap compositions and the claim that such articles “deceive 
experts, and cannot be told from genuine diamonds costing 
hundreds of dollars,” should not be used. (See also F. T. C. 
125, 2866.) 

Use of the term “investment” in describing the retail sale of 
diamonds is inadvisable. The public interprets the term to 
mean that diamonds so described may later be sold by the re- 
tail purchaser for a price higher than the retail price paid. 


Phoney and borderline gem terms--frowned up- 
on by the courts and the F.T.C.--are outlined in 
this. the seventh in a series of articles, based on 
the National Association of Retter Business Bu- 
reau’s Guide for Retail Advertising & Selling” 


This is so much a matter of conjecture and so frequently not 
true, that the term should be avoided. 


"PERFECT" DIAMONDS AND OTHER STONES ; 

Any diamond, ruby, sapphire, emerald, or other precious 
stone, which discloses flaws, cracks, carbon spots, clouds or 
other blemishes or imperfections of any sort when examined 
by a trained eye under a diamond eye loupe, or other mag- 
nifier, of not less than 10 power, can not properly be described 
as “perfect” or by any other word, expression or representa- 
tion of similar import. 

Such terms as “perfect cut,” “perfectly cut,” “eye clear,” 
“eye perfect,” “commercially perfect,” “commercially white,” 
or terms of similar meaning, are misleading and should not 
be used. (F. T. C.) 
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BLUE-WHITE DIAMONDS 


Any diamond which shows any color, or trace of color, other 
than. blue or bluish cannot be properly called a blue-white dia- 
mond, The practice of tinting a diamond a bluish white or 
any other color for the purpose of or with the tendency, or ef- 
fect of deceiving the public as to the natural tint or condi- 
tion of such diamond is an unfair trade practice. (F. T. C.) 

There is no infallible method or standard for determining 
the blue-white color. Therefore because it depends so much 
upon opinion, Better Business Bureaus recommend it is advis- 
able to avoid use of the term “blue-white.” 


FULL CUT AND SINGLE CUT DIAMONDS 


A full cut diamond must have 58 facets in all, or 56 facets 
not counting the table and culet (the top and bottom of a dia- 
mond). “Single cut diamonds” have only 18 facets. 


AGATE 

A variegated form of chalcedony; with wavy bands of white, 
gray, brown, yellow, blue or black, known as banded agate; 
with colors blended and indistinct, known as clouded agate. 
Used for jewelry (as in cameos), vases and ornaments, Should 
be described as agate. 


ALABASTER 


A soft, smooth, usually white, granular, translucent form of 
gypsum, or calcium sulphate. 


CARNELIAN 


A natural quartz stone, a variety of chalcedony, ranging in 
color from a reddish white to a deep red. Stones other than 
carnelian, artificially colored to resemble carnelian should be 
described as “carnelian-colored stone,” “carnelian-colored 
onyx,” etc. 


CHALCEDONY 
A natural quarts stone, in various shades but commonly 
(Please turn to page 68) 
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The Gem of Wi the Ocean 


offers jewelers outstanding retail 
sales opportunities to Graduates 
and Brides. There is an inherent 
desire on the part of all women for 
that which is beautiful—and noth- 
ing captivates them more than 
lovely pearls. 

Since 1894 the Mikimoto seal on a neck- 
lace or bracelet has been a safequard— 
a guarantee to you and your custom- 
ers of the highest quality of Cultured 
Pearls—grown in the living oysters—by 
MIKIMOTO — the originator and in- 
ventor of Cultured Pearls. 


If a visit to one of our offices is 
not convenient, we invite your 
inquiry by mail. 


K. MIKIMOTO, Ine. 
630 Fifth Ave., New York 


55 E. Washington St. 209 Post St. 
Chicago San Francisco 
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"The Diamond Diggings, South Africa," the London "Graphic" captioned this steel engraving in its issue of June 22, 
1872, shortly after great discoveries at the Vaal, Jagersfontein, Dutoitspan, Bultfontein, Kimberley and De Beers. 


A South African Diamond Chronology 


“Red letter’? dates in the development of Séuth African diamonds, 


from a child’s pebble, in 1867, to the great industry 
of today. Based upon H. A. Chilver’s book, ‘The Story of De Beers”’ 


IGHTEEN hundred and sixty-seven—A Boer farm- 
er’s child finds a white ‘‘pebble” on the bank of the 
Orange River, near Hopetown. Given to a neighbor, 
Schalk van Niekerk, who showed it to a trader, John 
O’Reilly, who showed it to Lorenzo Boyes, civil commis- 
sioner of Colesburg, it was identified as a diamond. Other 
diamonds found at the junction of the Vaal and Orange 
Rivers. 
1869 

An 83.5-carat stone, picked up by a Griqua shepherd 
boy on the Zendfontein farm, near the Orange River, 
bought by van Niekerk for 500 sheep, ten oxen and a 
horse, and sold in Hopetown for £11,200. This, the Star 
of South Africa, was purchased by the Earl of Dudley 
for £25,000. 

Klip Drift, on the banks of the Vaal, is rushed. Here, 
in 1870-71, 10,000 diggers ransack the soil, from Hebron, 
20 miles northeast of Klip Drift, to Sefonells, 60 miles 
west. 

Diamonds found in “dry,” or voleanic pipe diggings. 
DeKlerk, overseer of the Jagersfontein Farm, near 


‘auresmith, 100 miles southeast of Klip Drift on the 
Vaal, finds a 50-carat stone. Others permitted to dig 
patches at a fee of £10 a month. 

Diamonds also discovered in volcanic pipes on the 
Dutoitspan and adjacent Bultfontein farms, 20 miles 
southeast of Klip Drift, near the present Kimberley. 
Prospectors flock to the “dry” diggings from the alluvial 
fields of the Vaal. A syndicate (soon to become the 
South African Exploration Co.) acquires both these 
farms, leasing 30 by 30 foot claims to diggers. 


1871 

Richardson Jackson, after two years’ digging near the 
Vaal, obtains authority to peg claims, at 25 per cent 
royalty, at the farm of the farmer, De Beer, at the pres- 
ent Kimberley, where an old prospector had found dia- 
monds. De Beers farm rushed and pegged early in May. 

In mid-July, a group of young men, camping a mile 
away from De Beers, in what was the crater of an extinct 
volcano, chance on diamonds, and stake off claims. Kim- 
berley Mine rushed July 16 and 17 by diggers from De 
Beers and river camps. Fourteen parallel roadways, 15 
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1900 Fashion said diamonds and diamond sales were heavy. 
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1925 Fashion said no ornaments. The popular feminine 
hand lost its rings. Jewelers’ diamond sales began to decline. 
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1940 The fashion trend is once more toward personal ornamentation. The national diamond 
advertising and publicity activities are encouraging this natural trend on a country-wide basis. 
You can support it locally — make sure that the increased diamond business finds its way to 
your store — by intensifying your own local diamond advertising and promotional activities. 
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feet wide, used in the “open cut’ mine, slicing seven and 
a half feet from the sides of the bordering claims. The 
430 claims were excavated vertically downwards, 20, 50 
and 100 feet or more. Many casualties from falling reef. 


1873 
Cable haulage system put into use at the Kimberley 
Mine. Some owners mistakenly sell out claims with the 
exhausting of the softer “yellow” ground, and the discov- 
ery of underlying “blue,” which they assumed contained 
no diamonds. Diggers, syndicates and companies amal- 


gamate. 
Cecil Rhodes links his claims in the De Beers Mine 


with those of C. D. Rudd, foreshadowing the formation 
of the De Beers Mining Co., Ltd., in March, 1881. By 
1887, this company achieves complete possession of the 
De Beers Mine. 
1888 
De Beers Consolidated Mines, Ltd., incorporated 
March 13, taking over assets representing the whole of 
the De Beers Mine, three-fourths of the Kimberley Mine, 
and control of operations at the Bultfontein and Dutoit- 
span mines. 
1889 
De Beers acquires balance of the Kimberley Mine. 
1890 
Work at Dutoitspan and Bultfontein mines discon- 
tinued because of obstacles with the London & South 
African Exploration Co., landlords, and a fall of reef at 
Bultfontein. 
1891 
Chance sighting of a diamond on top of a heap of 
ground excavated by a small animal leads to discovery 
of the Wesselton Mine, within two miles of the four great 
mines in the Kimberley area, which had been discovered 
20 years before. The Wesselton Mine originally was 
called the Premier, in honor of Cecil Rhodes who was 
then Prime Minister of the Cape House of Assembly. 
The Wesselton Mine was promptly acquired by De 
Beers. 
1893 
The Diamond Syndicate is organized in London to 
purchase the production of De Beers Consolidated Mines, 


Ltd. 
1899 


De Beers Consolidated Diamond Mines, Ltd.. buys 
the property containing the Bultfontein and Dutoitspan 
mines, from the London & South African Exploratior 
Co., from which the mines had formerly been leased. 

The Anglo-Boer War, occasioned by franchise de- 
mands of gold-seekers in the Transvaal, finds Kimberley 
fortified and under siege. Women and children quartered 
for safety in the De Beers and Kimberley shafts. 

1902 

Cecil Rhodes dies March 26. He 
great fortune to the establishment of generous scholar- 
ships at Oxford University for students from British col- 
onies, Germany and every state and territory of the 
United States. 

Sir Thomas Cullinan discovers the Premier Mine in 
the Transvaal, 300 miles north of Kimberley and 23 
miles north of Pretoria. On the likelihood of finding 
diamonds, Sir Thomas bought the property for £52,000, 


wills most of his 


62 


and found a huge diamondiferous pipe 3500 claims jy 


extent. 
1905 


Cullinan diamond, largest ever found, discovered jy 
the side of the Premier crater by Frederick Wells, suy- 
face manager of the mine, on June 25. Before cutting, 
the Cullinan measured 4144 by 214 by 2 inches and 
weighed 3,023 carats. Cullinan stones are now in the 
Royal crown and sceptre of Britain. 

Gardner F. Williams, general manager of De Beers 
since 1888, retires; Alpheus F. Williams, his son, sue- 


ceeds him. 
1908 
De Beers Mine closes in July. It has not been worked 


since, although it has been kept clear of water. 


1909 
New alluvial discoveries in German South-West Africa 
are sold through the Diamond Regie, a semi-govern- 
mental organization. De Beers participates with the 
Diamond Syndicate in buying diamonds from the Regie. 


9 
De Beers obtains full control of the Koffyfontein 


Mine. 
1914 


A conference of all major producers, meeting in Lon- 
don, establishes quotas to be sold through one agency, 
the Diamond Syndicate. First-year quotas to be: De 
Beers, 4814 per cent; Diamond Regie (South-West 
Africa), 21 per cent; Premier, 1914 per cent, and Jag- 
ersfontein, 11 per cent. The outbreak of the World 
War holds this agreement in abeyance. 

De Beers curtails operations, with the British ultima- 
tum to Germany, Aug. 3. The Diamond Syndicate holds 
stocks worth £5.000,000. 

1916 

Small-scale hauling resumed at the Wesselton and 
Bultfontein mines. The Union government decides to 
work the South-African diamond fields, formerly Ger- 
man, to obtain revenue for administration expenses. 


1919 

A conference at Pretoria establishes quotas for the 
principal producers: De Beers, 51 per cent; South-West 
Africa, 21 per eent: Premier, 18 per cent, and Jagers- 
fontein, 10 per cent. 

1920 

Direct treatment plants are decided for some of the 
mines, replacing the old flooring system, by which enor- 
mous stocks of blue ground are deposited on cleared 
spaces and left to weather for nine to 18 months. In 
view of large stocks. De Beers reduces operations 50 
per cent. 

De Beers adopts the metric carat, which had been in- 
troduced in Europe in June, 1914. One hundred old 
carats are equal to 102.65292 metric carats. 

German producers in the former German South-West 
Africa are taken over by a company formed by Sir Ern- 
est Oppenheimer called the Consolidated Diamond Mines 
of South-West Africa, Ltd. 

Decision to divide the volume of trade on a quota basis 
and to sell through the Diamond Syndicate is made by 


De Beers, Premier, Jagersfontein and Consolidated. 
(To be concluded in an early issue) 
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DIAMONDS DRAMATIZED IN COLORFUL BOOKLET Perhaps of greatest interest to the retailer, in relation 


The story of the diamond—its birth, its importance to his customer, is the chapter headed “A Talk With 
as a mark of distinction, how it was mined, how it is Those About to Buy Their First Diamond,’ which dis- 
used in industry, how it is cut and polished, and many cusses every phase of the diamond, as to shape, color, 
other “facets” of this most exciting subject—is set forth cutting, and how to pick a good stone. 
in a small but pungently written and illustrated booklet, The booklet is profusely illustrated, and should prove 
entitled “The Diamond Book” and issued by the Na- helpful to every retail jeweler in America—not only in 
tional Association of Credit Jewelers. “brushing up” on diamond facts, but in having close 

This is a booklet, experts agree, which will interest at hand, a miniature “bible” of facts and fancies to 


not merely members of the trade but their customers as 
well. It is presented in compact form and it outlines in 


a comprehensive way the whole story of what the dia- MATERIAL FOR DIAMOND LECTURE AVAILABLE 


mond means to the public. A study of the booklet sug- ; 

gests it as a tremendous force in acquainting the public The staff of the DeBeers Consolidated Mines, Ltd., has 

with the meaning of all jewelry, but particularly with prepared and is making available to jewelers through 

the value and prestige importance of the possession of their advertising agency, N. W. Ayer & Son, New York, 
a script for an interesting and dramatic lecture on dia- 


stimulate prospective customers. 


diamonds. 
The first section is given over to a consideration of 
the diamond as “‘the gem of gems, gift of gifts.” 
Chapters on “Diamonds Are a Mark of Distinction” 
and “Mining for “The Light of Stars’,” traces the history 
of the gems down to the present time. Another chapter 
tells how diamonds are used in industry and, still an- 


monds. 

The manuscript will take approximately 15 minutes 
for presentation, and is presented in a non-technical, 
interesting manner that makes it highly suitable for 
delivery before audiences of school children, women’s 
clubs and the like. 


other, how they are cut. Copies of it may be obtained, without charge, by ad- 





The booklet contains a chart showing diamond prices dressing James R. McCarthy, c/o N. W. Ayer & Son, 
throughout the years and chapters headed “Around the 30 Rockefeller Plaza, New York, N. Y. Any jeweler 
World with Diamonds as Currency,” “Diamonds as an who does lecture work of this nature or is interested in 
Investment,” and “The Value of Diamonds is World developing such publicity for his store, will find it help- 
Wide” give suggestion of the intrinsic value of the gem. ful to secure a copy. 
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For Your Own Good . . . Support The Jewelry Industry Publicity Board 
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DIAMOND MOVIE TIE-UP IS EFFECTIVE 
Two months ago, JEWELERS’ Circuar-Keystoyp 
published an article telling about a new feature movie 
to be released shortly by Paramount Pictures entitleq 


| “Adventure in Diamonds” and suggesting ways and 


means by which the retailer can tie in with the showing 
of the film in his local movie to promote diamond sales 


LeRoy’s, Jewelers, 633 S. Broadway, Los Angeles 


Exhibit of 
ROUGH AND CUT 
DIAMONDS 
BROM SOUTH AFRICAN MINES, 0: shenew su. 
* Adventure in Diamonds” 


COWRITEY OF... 


LE Roys. JEWELERS 






How LeRoy's tied in with 

"Adventure in Dia. 

monds'": Above, window 

displays with scenes from 

the movie; left. exhibit 

of diamonds in the lobby 
of the theater. 


Calif., made excellent use of this opportunity when the 


| film was released in Los Angeles recently. 


One photograph above shows the display which they 


| set up in the lobby of the theater where the movie was 


shown, with a large sign draped in silk curtains, while 
the other photograph is one of their window displays 
built around “stills” from the film and featuring its 
title. A large assortment of diamond jewelry was shown 
and, according to LeRoy’s, many calls and sales resulted. 





RUSSIAN DIAMOND DEPOSITS DOUBTFUL 


New York newspapers of March 22 contained news 


| stories emanating from Russia to the effect that “the 
| world’s greatest deposit of diamonds” had been dis- 
| covered in the Ural Mountains. 


The accuracy of these reports, which are as yet un- 
confirmed from any outside source, is extremely dubi- 
ous. Diamonds were discovered in the Ural Mountains 
as long ago as 1829 but the deposits have never been 
considered of sufficient richness nor importance to justify 
their working, and no development work has ever been 
done, so far as any diamond authorities in this country 
know. 

Sydney H. Ball, the widely known mining engineer. 
who has specialized in the mining and recovery of gems, 
and who visited the Ural District in 1910-1911, stated 
upon being consulted that in his opinion and in the light 
of the above, added to the notorious inaccuracy of state- 
ments from officials of Soviet Russia, it was unlikely 
that the deposits, if any have actually been discovered, 
are of substantial importance. 
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IT PAYS TO FEATURE MEN'S JEWELRY 


HAT jewelry accessories for men are becoming an 

increasingly important factor in retail jewelry store 
sales and that this merchandise holds extremely attrac- 
tive sales and profit possibilities for jewelers who ac- 
tively promote and merchandise it, is clearly shown by a 
survey just completed by the Jacques Kreisler Mfg. 
Corp. 

More than 1700 jewelers from Maine to California 
responded to the Kreisler questionnaire so that the re- 
sults represent an excellent cross-section of the coun- 
try’s retail jewelry trade. Sixty-nine per cent reported 
a definite and noticeable increase in the sales of men’s 
jewelry accessories in 1939 over 1938. An even greater 
proportion found that the promotion of men’s jewelry 
had a stimulating effect upon sales of other lines through 
bringing in more new customers and bringing in old cus- 
tomers more often. It was found that a substantial per- 
centage of this additional traffic purchased other items 
as well. 

So eftiective did jewelers in general find men’s jewelry 
as a sales builder that approximately 73 per cent stated 
that they were planning to step up their advertising, 
window displays and other promotional activities during 
the coming year. 

An interesting point brought out by the survey is that 
the great majority of men’s jewelry accessories are pur- 
chased by women for gifts to men. According to reports 


submitted, approximately 75 per cent of items of this 
kind are sold to women as against only 25 per cent to 
men for their own use. Jewelers reported that attractive 
packaging and the offering of sets as a unit in a pleasing 
container are an important factor in this feminine trade. 
Packaging in sets also helps to increase the average unit 
of sale, since a woman making a purchase for a gift 
is likely to prefer a complete set attractively boxed to 
a single item. 

A marked preference was shown for quality brands of 
men’s jewelry of a definitely better grade than goods 
sold in department stores and haberdashers, jewelers 
realizing that their competitive strength lies not in price 
but in quality and exclusiveness. 

“The results of the survey,” commented Tobias Stern, 
vice-president of Jacques Kreisler Mfg. Corp., ‘make 
it evident that jewelry accessories for men deserve an 
important place in jewelry stores. Jewelers who have 
been most successful with this class of goods have estab- 
lished a separate men’s jewelry department and promote 
it by newspaper and direct mail advertising as well as in 
window and interior display. A definite preference is 
manifested for higher quality men’s accessory jewelry 
that affords the jeweler an adequate markup and that 
is beyond the competition of the lower standard mer- 
chandise sold by other types of outlets.” 





Flashing, flaming fascinating Opals. 

Beautiful beyond words, in color comprehending the 
spectrum, captivatingly variable as a sunset. 

Why let the uncertainty of present conditions hamper 
your business when you can always get a full ‘supply of 
Opals in all shapes and sizes. For the past twenty-five 
years we have been cutting our Opals in this country and 
we are always ready to serve you. 











DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET 
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YOU CAN'T SAY THAT—OR MAYBE YOU CAN 





(From page 54) 


gray-blue; indistinctly crystalline; transparent or translucent. 
Carnelian and chrysoprase are varieties of chalcedony. Stones 
other than chalcedony, artificially colored to resemble chalce- 
dony should be described as “chalcedony-colored onyx,” 
“chalcedony-colored stone,” etc. 


CHRYSOPRASE 


A natural quartz stone of apple green color—a variety of 
chalcedony. Stones other than chrysoprase, artificially colored 
to resemble chrysoprase should be described as “chrysoprase- 
colored stone,” “chrysoprase-colored onyx,” etc. 


EMERALD 


A deep green to light grass green transparent to translucent 
variety of the mineral beryl which crystallized in the hexagonal 
system. Its color is due to the presence of chromium. Its 
hardness ranges from 714 to 8, and its specific gravity from 
2.67 to 2.75. The still lighter green varieties of beryl are cor- 
rectly known as either green beryl or aquamarine and should 
not be confused with emerald. (F. T. C.) 


JADE 


The mineral jadeite or nephrite; a very tough, hard, opaque, 
grained stone of green, white, brown, or slightly pink, black, 
mauve or yellow. 


LAPIS LAZULI 


The term “lapis” means stone, and the full name of the 
genuine lapis is “lapis lazuli,’ meaning “blue stone.” It is 
also known as “lazurite” and “azure stone.” It is a natural, 
opaque stone, of dark to light blue or greenish blue color, 
sometimes blue shading into violet. Lapis is a mixture ot 
several minerals of the sodalite group and is one of the light- 
est of stones. It is often characterized by veins, spots or other 
markings, and by specks of iron pyrites, but the most prized 
lapis lazuli is close grained, free from cracks, spots, or imper- 
fections, with fine azure blue or ultra-marine color. Lapis is 
mined in Russia, Siberia, Chile, Italy, India, but the best lapis 
is said to be mined at Badakshan, Afghanistan, whence much 
of it is sent to Russia for marketing. 

“Swiss lapis” is an inaccurate term sometimes used to de- 
scribe simulations of lapis lazuli made by artificially coloring 
stones which readily absorb dye. Agate is sometimes used. 
Frequently, the artificial coloring can be detected when the 
stone is cut or when beads are drilled after dyeing. “Swiss 
lapis” generally has a heavier specific gravity than genuine 
lapis, and the metallic inclusions in genuine lapis lazuli are not 
often successfully imitated. It is considerably less expen- 
sive than genuine lapis lazuli. Although the term “Swiss 
lapis” is commonly used in the trade to describe simulations of 
lapis lazuli, the word “Swiss” is generally inaccurate as to 
geographical origin. 

Stones other than lapis, artificially colored to resemble lapis 
lazuli should be described as “lapis-colored stone,” “lapis- 
colored agate,” etc. 


ONYX 


A natural quartz stone, a banded chalcedony having even, 
parallel layers of different colors, usually white and _ black, 
white and red, or white and brown. (When layers are white 
and red-brown, the stone is called sardonyx.) Used commonly 
in making cameos. The term onyx should be applied only to 
that variety of quartz known as onyx. Onyx should not be 
described by the names of its related stones such as chryso- 
prase, chalcedony, carnelian. 


OPAL 


A solidified jelly, differing from other stones in its display 
of colors or color in its structure; of varying physical prop- 
erties because its composition is not fixed. May be clear and 
semi-translucent or translucent, with characteristic milky ap- 
pearance. Flashes of color are caused by diffraction of light 
due to physical irregularities in the stone. 


PEARLS 


Pearls are lustrous concretions, consisting essentially of al- 
ternating concentric layers of carbonate of lime and organic 
material found in the shells of certain mollusks, the result ot 
an abnormal secretory process caused by an irritation of the 
mantle of the mollusk consequent on the natural intrusion into 
the shell of some foreign body. (F. T. C.) (This foreign body 
might be a grain of sand, an egg of the mollusk itself, or per- 


haps some cercarian parasite, or an excess of carbonate of 
lime in the water.) 

A cultured or cultivated pearl is produced as a result of 
inserting a bead made of shell, a small seed pearl, or other syb. 
stance, in the folds of a live mollusk by means of an operation 
and returning the mollusk to the water. After a sufficient 
period of time, from two to ten years (seven to ten for best 
grade), the bead is coated with pearl nacre and is called g 
cultured pearl. Such a pearl should be called a “cultureg 
pearl” and should not be described as a “genuine pearl” or by 
other terms that might create the impression that it is 4 
naturally produced pearl, as first mentioned above. 

Seed pearls are pearls generally too small for mounting jp 
jewelry, or larger, imperfect pearls ground up. Only real 
seed pearls should be described as such. . 

Distinction should be shown between natural pearls and cyl. 
tured pearls. A fresh water pearl should not be represented 
as a Salt water pearl. 


IMITATION PEARLS 


Imitation pearls are manufactured by blowing small spheres 
of opalescent glass and coating the interior with a preparation 
of an essence from fish scales and then filling the sphere with 
wax. Another method is to cover solid spheres of Opal glass 
with many coats of fish scales, combined with a durable ad- 
hesive agent. All imitations of pearls should be described as 
such. 

To advertise imitation pearls without using a word or words 
conspicuously and clearly portraying that the product is an 
imitation and not genuine, with the effect of deceiving or mis- 
leading purchasers or prospective purchasers, is an unfair 
trade practice. (F. T. C.) 


INDESTRUCTIBLE 


The term “indestructible,” or its equivalent, should not be 
used as descriptive of natural or imitation pearls. 


QUARTZ 

Quartz is crystallized silicon dioxide in many varieties, and 
numerous colors. 

The term “green quartz” should not be used to describe 
fluorite. Fluorite and quartz are two distinct minerals, and 
one cannot be properly described by the name of the other. 
Fluorite is much softer than quartz and its composition is 
calcium fluoride, while that of quartz is silicon dioxide. 


ROCK CRYSTAL 


Rock crystal is a form of colorless quartz. A crystal of 
pure quartz is remarkably transparent. Not all quartz is 
cystalline. Only genuine rock crystal should be described as 
such. Glass imitations should be described as imitations. (See 
No. 670.) 


RUBY 


The name “ruby” is given to the transparent to translucent 
variety of the mineral corundum. Its color is red with only 
limited traces of other tints or hues. The color is due to the 
presence of minute quantities of metallic oxides in the alumina. 
Its hardness is about 9 and its specific gravity varies from 3.9 
to 4.10. The variety of ruby which exhibits a six-rayed star 
is known as the “star ruby.” (F. T. C.) 


SAPPHIRE 


The name “sapphire” is given to the transparent to trans- 
lucent blue, yellow, green, orange, purple, pink, or other 
colored or colorless varieties of the mineral corundum, except 
red, or red with only limited traces of other tints or hues. 
The color is due to the presence of minute quantities of metal- 
lic oxides in the alumina. Its hardness is about 9 and its 
specific gravity varies from 3.94 to 4.10. The translucent 
variety, or corundum of any of these colors, which exhibits 4 
six-rayed star is known as the “star sapphire.” (F. T. C.) 


TOPAZ 


A mineral consisting essentially of aluminum fluosilicate 
crystallized in the orthorhombic system. Its characteristic 
color is yellow varying from canary to deep orange, but it is 
also white, greenish, bluish, pink, rose, red, etc. Its hardness 
is 8 and its specific graviety varies from about 3.4 to 3.6. This 
mineral, known in the trade as precious topaz, should not be 
confused with a yellow to brown variety of quartz (silica) 
generally known as topaz quartz, citrine quartz, or citrine. 
CE. Te.) (To be continued) 
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When You Buy Cultured Pearls 
Be Sure: You hnow What You Are Getting 





O many cultured ‘pearls are being sold today that it 
~ behooves the jewelers to learn all they can about 

the method of production and the origin of the 
particular ones that they are selling. 

In the method of production and source of supply 
there are many things to consider. Whether they are pro- 
duced by healthy oysters or well-fed ones is a most 
important factor. An unhealthy oyster produces pearls 
of no lustre; a poorly fed one turns out a pearl of only 
faint iridescence, while an oyster in the pink of physical 
condition, well-fed and fat, will produce a highly irides- 
cent pearl with depth of coloring and beauty. 

In the farming of oysters for purposes of making cul- 
tured pearls, first you must imagine a beautiful, graceful 
brown maiden who dives into the ocean depths braving 
the sea monsters which sometimes appear in the bed of 
the sea. The maiden gathers three year old oysters and 
brings them to the surface where they are sorted by a 
corps of experts, especially trained for the purpose. The 
oysters are skillfully opened, and in those selected for 
the cultivation of pearls a nucleus is inserted. The oyster 
is then closed up. This is the first stage of creating the 
gem from the nucleus, a small mother of pearl bead 
which the oyster immediately works upon, covering it 
with nacre, a pearly substance. 


These baby oysters are then put in baskets or crates 
which in turn are suspended from the underside of a 
bamboo raft. The rafts are put out to sea, towed to 
their feed ground and moored so that they will not break 
loose. Periodically additional food is cast into the sea 
if the supply seems to be waning. Every six months 
these rafts and their precious burdens are brought to 
shore and the contents of each crate carefully examined 
and cleaned. The dead and sick oysters are eliminated 
and the raft and its freight sent out to sea again, to new 
feeding grounds. This procedure is followed every six 
months until they are ready for the market, which in 
the case of the fine pearls is from five to seven or eight 
years. A vigorous young oyster, properly treated and fed, 
after five years immersion, will produce a lustrous pearl. 


There are farmers of cultured pearl oysters, who for 
financial or other reasons are satisfied to harvest their 
crop in much shorter periods, and who are not so par- 
ticular in the inspection of their oysters in this period of 
development. It is this class which sends to the market 
the poorer grades of pearls and those which sell at low 
prices. 

Unfortunately, the cultured pearl industry is a field 
open to deceptive practices. A jeweler should therefore 
be careful in his purchases not to be deceived by tempt- 
ing offers of cheap merchandise. Only the oyster or a 





The Cross Section. 


Oyster Cages. 





The center pearl is 
Natural—the other two are cultivated. 


conscientious producer can tell how long the oyster has 
been at work on the nucleus. 


Conscience in Business 


As in the jewelry industry at large, business is built 
up on confidence and years of honest trading and a 
jeweler’s word is taken because of his integrity. The 
jeweler in turn has to depend upon his source of supply 
so that he knows the firm from which he purchases his 
supply is absolutely reliable. One consignment of un- 
reliable merchandise will jeopardize a reputation that 
has taken a generation to build up. 


Pride of Ancestry and Accomplishment 


Leys, Christie & Co., 65 Nassau St., New York, who 
have occupied the offices they are now in since 1896, have 
built up a very enviable reputation for quality, integrity 
and honest dealing. They pride themselves on their 
rugged and straight acting Scotch ancestry, and have 
carried these upright principles right through all their 
business transactions. 

In tackling the cultured pearl business, Mr. Leys re- 
alized the opportunity of showing the trade how his rep- 
utation of honorable dealing could be of value to the 
jewelers who could not afford to place their reputations 
in peril. 


“@Orienta’’ Cultured Pearls Guaranteed 
a Life Time 


The firm of Leys, Christie & Co. have built up a busi- 
ness in cultured pearls and cultured pearl jewelry that 
cannot be surpassed and so confident are they of the 
quality of the cultured pearls they use that they guar- 
antee them for a life time, which whether they are inex- 
pensive pieces of jewelry or luxurious creations, ““Orien- 
tas’, carry the same guarantee of a firm which has been 
in existence for over half a century. It is the known 
thickness of the nacre deposited by the oyster which 
enables them to give this life time guarantee. 


Natural Pearl Necklaces Matched 


A great many natural pearl strings are being matched, 
made longer, or into double or treble strings at a com- 
paratively small cost of the natural pearls. The value 
of the pearl lies in the beautiful lustre and depth of the 
Orient which is obtained only by long submersion or cul- 
tivation in the ocean. 

There are a thousand different shades of pearls so it 
can readily be realized the tremendous task in sorting, 
yet strings of perfect match are offered at reasonable 
prices. 





Inserting the 
nucleus. 
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BENEDICT BROS. 


For 120 years recognized as one of 
the outstanding jewelry establish- 
ments in Manhattan. 


Discontinued business in. De- 


cember, 1939. 


Had excellent clientele and large 
watch repair business now offers 


FOR SALE 


its name and good will at a reason- 


able figure. Address 


BOX “A, 2498” 
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GEMOLOGY— 
AND MORE SALES! 


A record class has been enrolled in 
the courses of the American Gem Soci- 
ety since the first of the year, and our 
greatest source of satisfaction lies in 
the fact that most enrollments are the 
result of students’ recommendations. 


If you enroll immediately, you can still 
take advantage of the quieter spring 
months in which to study, and have most 
of this new information in time to in- 


crease your fall and Christmas business. 


Send for details, to the 
AMERICAN GEM SOCIETY 


541 South Alexandria, Los Angeles, California 
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I. J. C. HOLLAND OPENS NEW STORE 





MODERN front of the Holland Jewelry Co.'s new store in San Angelo 
Tex., combines cadet blue structural glass tiles with translucent glass 
blocks. The name "Holland" is in Spanish red. 


OPEN DIS- 
PLAY is a 
feature of 
the crystal 
and china- 
ware de- 
partment, 
with white 
wood work 
and glass 
shelves. 





Fluorescent lighting, in the show windows and in the 
solid mahogany display cases, is incorporated in the 
large new store opened March 2 at 11 W. Beauregard 
St., San Angelo, Tex., by I. J. C. Holland. 

The sales room, 25 feet wide and 130 feet deep, is 
splendidly illuminated during daylight hours through 
glass blocks at the front of the store and two skylights 
in the ceiling, which provide sunlight without glare or 
heat. 

Behind the show room, the manufacturing department 
occupies an area 25 by 60 feet, where a large volume 
of Spurclips and silver and gold belt buckles is being 
produced by a staff of eight. 

First-day visitors totaled 2000. The store’s staff sur- 
prised Mr. Holland with the gift of a black walnut desk. 


REPEAL OF SILVER PURCHASE ACT LIKELY 


By vote of 14 to 4, the Senate Banking and Currency 
Committee has recommended passage of the Townsend 
resolution which would have the effect of repealing the 
act requiring the Treasury to purchase foreign silver. 

Opponents of the resolution have practically conceded 
its passage by the Senate and concurrence by the House 
appears likely. 

What effect the passage of the resolution would have 
on the price of silver is problematic in view of the em- 
bargoes and economic controls in affairs today in 80 
many parts of the world. Presumably it would tend 
to lower prices somewhat, but to what extent or how 
soon is impossible to predict. 
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WIN PACKAGING CONTEST AWARDS 











® Schick dry 
shaver's gift pack- 
age with mirror 
top won a top 
award in the mis- 
cellaneous con- 
tainer division. 











@ Hickok jewelry, 
belt buckle and 
brace package won 
a top award in the 
set-up paper box 
division. 






® Gruen Watch 
Co.'s molded 
display cases 
won a top 
award in the 
plastic con- 
tainer division. 


Three manufacturers of jewelry store merchandise 
were among 62 major award winners in the 1939 All- 
America package competition. 

Gruen Watch Co.’s plastic molded display packages, 
that can be handled continuously, cleaned quickly and 
set off the products to advantage, won a major award 
in the plastics container group competition. 

Schick Dry Shaver, Inc., captured a top award in the 
miscellaneous containers group, with its pocket dressing 
room kit. Complete with shaver, cord and brush, the pig- 
skin case also includes a mirror inserted in the folding- 
back upper lid, and makes a shave possible in any place 
having an electric outlet. 

Hickok Mfg. Co. secured a top award in the set-up 
paper boxes group, with its series of jewelry, belt and 
buckle, and brace packages, which use a twin horse head 
design on all packages to display the family tie-up. 

The new and revised edition of the book of bridal 
etiquette, “How to Plan a Beautiful Wedding,’ has 
been increased from 72 to 96 pages. The additional 24 
pages consist of a gift record for listing data for 300 
gifts. The gift record is the result of many requests 
from retail jewelers, who send this book to brides-to-be 
as soon as their engagements are announced. The book 
is published by Sallie Newton, 6317 Willow St., New 
Orleans, La. 
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$) iamond Rings 














Calling Children’s Silver and Jewelry 


for Baby Week, April 29--May 5 


EWELERS who participate in National Baby Week, from April 29 through 

May 5, will have a powerful opportunity to promote children’s silverware and 
jewelry, at a time when the public is especially responsive to the appeal of such gift- 
wares. Several silverware makers have prepared display material to help jewelers 
tie-in with National Baby Week, and Parents’ Magazine, New York, is offering 
mats and electros for newspaper, direct mail and other advertising, two-color win- 
dow streamers (see above), and four-color easel back displays for windows or 
counter displays, at cost. 

Hess & Culbertson, St. Louis, last year headed a Baby Week advertisement, “Gifts 
for His Majesty,” adding, ““By imperial command we are purveyors to His High- 
ness the Prince of Wails.” Sterling suggestions were: spoon and fork set, bib holder 
with clamps, brush and comb set, orange juice cup, and porringer. 

The Baby Shop, Walla Walla, Wash., printed cards with the names of all babies 
born in Walla Walla during the preceding month, and of all born during the same 
month the year before. These lists, obtained from the city’s official birth records, 
were shown in the window, together with photos of as many of the babies as the store 
could obtain. Food sets, silver and pottery plates, bib clips, and little chains and 
bracelets were shown. ‘ 

Boyson’s, Long Beach, Calif., centered their window display with the picture of 
a rosy-cheeked infant in a blue bonnet, and the slogan, “Every Baby Deserves 
Sterling Silver.” Silver cups, plates, food sets and silver and ivory teething rings 
were scattered over the stepped-up window. (See picture above.) 

L. Eaves & Co., Santa Barbara, Calif., showed three photos of babies in silver 
frames, and a collection of gold rings and silver toilet sets and tableware. Down 
front were a number of silver mugs, with the card, “I love my cup, it shines so 
bright, and I can hold it good and tight. It is my own, it’s nice and round, so I can 
drink without a sound.” 

Clayton’s, Waterbury, Conn., advertised, “Baby’s name engraved free on all 
jewelry purchased here.” Sterling pictured in the ad included a cup, a porridge 
bowl and plate, an orange juice cup and flatware essentials. Other suggestions 
were lockets and crosses, birthstone rings, silver rattles, silver brush and comb sets. 
silver napkin bands, and add-a-pearl necklaces, in the $1 to $5 price range. 
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. CotonraL Manor... A New LUNT PatrTern. 
Fashioned in the lovely Queen Anne style, reminiscent of America’s 


early era of gracious living — this new design is right in step with the 





latest decorative trend and the public’s renewed interest in historic, 
romantic America. Its delicate beauty and correct period styling are 
immediately winning the enthusiastic favor of the season’s leading 
brides-to-be and society’s smartest hostesses. Here is a pattern of 


unusual promise! Arrangements are now being made for its distribution, ( J) Y; C hy 1, 


so write today for full information. 


LUNT SILVERSMITHS * GREENFIELD, MASS. 
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lasts for ages. 


You can start with a teaspoon (about $1.7 


sterling like ours remains open stock for years. 


a “PLACE seavice™ 
1 kanfe, fork. teaspoon. soup 
spoon. saled fork and butter 





Any discriminating young woman A Pace Sere 

regards sterling as 2” must” for ber ice” of 6 paso apologies ye 
“a She recognizes it as tisk plones eons wae 

2 eymbol of good taste. thrift and a about $16.75. 

love of beauty... . When your fancy 


turns to sterling, let us show you 
our caretully selected patterns and 
how easily you can acquire a set. 


DEALER'S NAME 
AND ADDRESS 





. is one of the most inexpensive invest 


ments you can make for your home. It is solid silver and 


75) or a kaife 


and fork (about $6.75) aod add other pieces later. Fine 








DEALER’S NAME 
AND ADDRESS 








New Sterling Ad Mats 
Are Versatile 


| | N the fall of 1938, the Sterling Silversmiths Guild 
of America made available to all jewelers a com- 
pelling series of sterling flatware mats for newspaper 
use. The first series was so effectively planned and so 
widely used that each spring and fall thereafter the 
Guild has issued a new and timely set of mats. 

The fourth series, for spring, 1940, has just been 
announced by Alexander Vincent, secretary of the Guild, 
20 W. 47th St., New York, N. Y. It consists of four 
one-column mats, from six to nine inches deep, each with 
space for the retailer’s choice of two spoon cuts, and 
three two-column mats, from six to eight inches deep, 
each with space for four spoon cuts. 

To use these mats, 
them from Mr. Vincent’s office. 
of the Sterling Silversmiths Guild of America will then 


the retailer has only to request 


The various members 


send the retailer, also free of charge, mats of the spoons 
of their manufacture, which the retailer prefers to fea- 
ture. 

It is their flexibility that makes the Guild 
practical for the retail jeweler’s use, for he can insert 


mats so 
into his ads, in the spaces indicated for them, pictures of 
any two or four of the 102 best-selling sterling patterns 
made by the 
Guild. These manufacturers, and the number of pat- 
terns made by 


manufacturers who are members of the 


them for which individual mats are avail- 
able on request, are: Alvin Corp., 10; the Gorham Co.., 
20; Towle Silversmiths, 19; Lunt Silversmiths, 10; 
International Silver Co., 15; R. Wallace & Sons Mfg. 
Co., 14, and Reed & Barton, 14. 

All the spoon mats which the Guild members have 


prepared are of the same size and style, so that they 
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For the Bride 
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THE IDEAL WEDGING 
GIFT 
Eveny vride wants Merling. . 
solid silver . becouse it will 
hetp to give her home charm and 
prestige 
So. should you have any wedding 
Bits to buy, be sure they are ster: 
ling — the ideal gift for the bride. 
Let as show you our collection of 
Ontstanding patterns 


a i 



































f uudget plan 
Our patterns remain open stock 
for years 





ways enjoy # nue choice 
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AND ADDRESS 
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LAY YOUR 
FOUNDATION 


Greatly reduced, 
here are six of the 
seven advertising 
mats prepared by 
the Sterling Silver. 
smiths’ Guild for re- 
tail jewelers’ use in 
their local news- 
papers this spring. 
Note space for pic- 
tures of dealer's 
choice of patterns. 


can be incorporated into the ads with attractive result. 

“Each advertisement is so designed that it can be 
altered almost at will without weakening its message,” 
said Mr. Vincent. “Only the caption and the first line 
of copy are absolutely essential to maintain its approach. 
Store individuality can easily be put into each advertise- 
ment.” 
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The new Windsor Kove 


is matched in Lovely Holloware 













So your clients can build 
complete matching services 
at a handsome profit to you! 


Windsor Rose holloware combines the same rich Repousse 
carving and severe Windsor shape that makes Windsor Rose 
flatware harmonize so beautifully with today’s trend in furni- 
ture and decoration. 

It’s another Windsor Rose plus for you—for it means that 
you control the profitable sale of matching holloware to the 
clients you have started on the new Windsor Rose pattern! 

Attractive displays, convenient chests, and the sensible “Watson 
Way To Buy” are placing Windsor Rose among the leaders of 
today’s most progressive flatware line! Write for descriptive 
folders and full information today! The Watson Company, 


840 Watson Park, Attleboro, Massachusetts. 
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® The speaker and de- 
flecting dome in the new 
Kadette "Topper" 5- 
tube set produces all- 
directional sound diffu- 
sion for the first time in 
plastic. $14.95 to $19.95. 





®@ Miranda, one of the Barbara Bates Jewel-Appeal mani- 
cure sets, with six preparations and accessories, is an 
attractive retailer at $3. 





®@ Permanent souvenir of 
the wedding day is the 
Memory Tray, the en- 
graved copper plate 
pressed into shape and 
plated with chromium, 
by Will Ecker & Co., St. 


@The new Ingersoll 
Louis engravers. 


Mainliner, with jeweled 
movement and stainless 
metal back, sells for 
$3.95 with chromium 
case, and $4.95 with 
10K r.g.p. case and 
braided tan cord. 





® Real salt spoons made into 

blithe costume pins in three 

popular Gorham sterling pat- 
terns. $1.50 each. 






© Scandinavian-inspired bon-bon dish, made in 
sterling silver by Mueck-Cary Co., Inc., Jersey 
City, N. J., retails at $10. 


© Rustproof and windproof, 

this umbrella that's never 

"gone with the wind," made 

by American Folding Um- 

brella Corp., is $5 with cop- 

per-nickel rib finish; $10 with 
gold plated. 





@The "Cracker-Rack,” by Everedy 
Co. of Frederick, Md., stands only 
2 inches above the table, but its 12- 
inch length provides room for an 


® The Watson Co.'s Windsor 
Rose pattern in sterling silver 
is rich in Georgian motif and 





ample serving of saltines or toasted oe __ slender grace. Hollowware is 
crackers. Chrome with walnut feet. designed to match. 
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@ Bulova's new 1|7-jewel 
"Senator' is available in 
five models, some with 
bracelets, some with straps 
and some with engraved 
bezels. $33.75 to $39.75. 





® The top of the "Jitterbug" compact is a simulated 

phonograph record. With ample powder capacity and 

velour puff, it is made by H. M. Schrager & Co., 303 
5th Ave., New York. $1. 





®@ The “Executive” bracelet, by Louis Stern Co., 

Providence, features a flat link construction that 

expands to twice its size, insuring easy slip-on 
and gentle tension. $6.50. 


© Time switch for turning on 
and off electric household 
appliances, newly made by 
Swartzbaugh Mfg. Co., To- 
ledo, O. $5.95 and $6.95. 





® One of the new small 
Waltham Premier 
watches, with 15 jewels, 
gold plate and non-cor- 
rosive back, selling at 


® Gases in a tiny $24.75. 


copper tube are ex- 
panded by a flame 
when the Beattie 
Jet lighter is tipped 
to the side. Distinc- 
tive Creations, 10 
W. 47th St., New 
York. $6. 





@ In keeping with the current 

"old-fashioned" accent, Croton 

Watch Co. introduces this 

colorful cloisonné fob and lapel 
watch for women. 


® Leo Kaul Importing Agency, Chicago, 

is introducing a novelty, a 3'/4-inch 

spinning wheel, made in Holland, every 

working part as true as in a full-size 
model. $7. 





@ Le Roco, Inc., 236 W. 55th 
St., New York, offers a key 
chain that incorporates the 
owner's license plate and social 
security number, in miniature. 


Nickel, $1; Sterling, $3. 


®@ Untermeyer-Robbins & Co.'s 

new "Renaissance Reproduc- 

tions" series of diamond cluster 

rings feature genuine ame- 

thyst, opal and other natural 

and synthetic stones, at attrac- 
“tive prices. 
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May Has Many Gift Opportunities 


AY is a great gift month with the wedding season approaching its peak, 

graduations in various parts of the land, Mother’s Day on May 12, and 
Baby Week extending to May 5. The ads on this page, culled from the best of 
last May’s files, may be of inspiration to your campaign this May. Lux, Bond & 
Green, Hartford, Conn., coupled a good headline with excellent art work. Other 
wedding-time ads appropriate to this season of the year are by Adler's, of New 
Orleans; J. A. Foster Co., of Providence; S. & N. Katz, of Baltimore, and J. E. 
Caldwell & Co., Philadelphia. Watches are featured in the graduation-gift adver- 
tisements of C. D. Peacock, of Chicago; Mermod-Jaccard-King, of St. Louis, and 
Rost, of Indianapolis, the latter also suggesting rings, pen-and-pencil sets and 
shavers. Morton’s, of Richmond. emphasizes high school jewelry at this time. 
J. Herbert Hall Co., of Pittsburgh, pictures a voung mother in its Mother’s Day 
silver announcement. E. J. Scheer, Inc., Rochester, gives a wedding present and 
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graduation gift slant to its clearance sale announcement. 
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DIAMOND JEWELRY WATCHES SILVER HOLLOWARE 
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Select Your Graduation Gift Watch « ROST’S 
—-From Most Famous Nationally 
Advertised Makes! 
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WE HAVE THE GIFTS FOR 
JUNE WEDDINGS 
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STERLING SILVER FLATWARE 
ATTRACTIVE, ACOURATE CLOCKS 
$4.96 to $80. 

Complete Line of 
KENSINGTONWARE 
$1.00 vo $15. 
CARVING SETS—$3.50 to $25 
ASH TRAYS—$1.00 up 
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With a Future of Service 
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NEXT MONTH—SILVER DESIGN AND SELLING 
ee in the May 


issue, THE JEWELERS’ 
Cincutar-Keystone will present a series of note- 
worthy articles discussing the elements of silver design. 
the characteristics of the various famous periods from 
the Renaissance to the modern, showing how sound de- 
sign in silver flatware ties in with good design in furni- 
ture and decorations of the corresponding period, how 
the same theme is maintained through all types of prod- 
ucts of the era, and how this ‘‘ccommon denominator” 
can be used to further the selling of silver through ren- 
dering expert consulting advice to prospective customers. 
Each article will take up the design of some one or 
two specific periods and each will be profusely illus- 


Belle Kogan, widely 

known young designer, 

whose series of articles 

on silver design and sell- 

ing will start in J. C.-K's 
May number. 





trated with sketches showing characteristic themes and 
motifs and how they occur in furniture and decoration 
as well as silver. 

The author is Belle Kogan, famous young designer 
who has done work for several well known silversmiths 
as well as numerous manufacturers of other household 
and decorative goods. 

Miss Kogan has at her finger tips both the theory 
and practice of design. She has studied its principles 
and application at Pratt Institute, at the Art Students’ 
League, and with such authorities as Boardman Robinson 
and Winold Reiss. 


the Rhode Island School of Design, and for two years at 


Later she carried on her studies at 


the Kunstgeuerbe Schule in Pforzheim, Germany. 
She has since visited Europe again extensive’y in 
1937 when she traveled through the Scandinavian coun- 
tries making a first hand study of their styles and 
design tendencies which have had so pronounced an 
influence on interior decoration and furnishings. 
Fortifying all of this study of principles, Miss Kogan 
has had some 10 years of active experience as a con- 
sulting designer with particular attention to silver and 
tableware—a natural event since even her early sur- 
roundings tended to turn her thoughts in that direction, 
her father having operated a successful jewelry and 
silverware business. Miss Kogan has written a number 
of articles for the business press in various fields in- 
cluding Tue CircuLar-Keystone, The 
Crockery & Glass Journal, Modern Plastics and others, 
and has herself been written up in several New York 
newspapers as one of the coming industrial designers. 


JEWELERS’ 


Her forthcoming series of articles in Tue Jeweers’ 
Circutar-Krystone will be a helpful addition to the 
literature of silver design and selling, and every jeweler 
can study them with interest and profit. 
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Never Before! 

















THERe’s a big market for these beauti- 
fully designed silver-plated sandwich plates. 
Formerly available only in sterling, now 
Benedict brings you these smart plates at a 
special low price—-within the reach of your 
average customers. List price for the com- 
plete assortment of six plates is only $15.90 
(net $7.95). 

The plates that make up this lovely assort- 
ment are silver-plated in bright finish— 
measure 10 inches in diameter—are fully 
guaranteed, and cost you less than $1.35 each. 

Send in your order today for #145 group 
of six sandwich plates as illustrated. 


Benedict Mfg. Co. 


Dept. 10, East Syracuse, N. Y. 


Makers of silver-plated hollowware since 1883 














New Books for Jewelers 


REFINING PRECIOUS METAL WASTES 


“Refining Precious Metal Wastes,” by C. M. Hoke, consult- 
ing chemist, Jewelers’ Technical Advice Co., New York. Pub- 
lished, 1940, by the Metallurgical Publishing Co., New York. 
360 pages. Available through the Book Department, Tue 
Jeweers’ Crrcutar-Keystone, $5.00. 

HE Jewevers’ Circuvar-Keystone has a special 

reason for recommending this new book by C. M. 
Hoke. Letters are continually coming in from subscribers, 
asking for “a formula” for refining precious metals in 
scrap or junk form, and recovering precious metals 
mixed with others. In many cases, our answers have to 
point out that the subject is too intricate to be explained 
practically in even a very long letter. And, until now, 
unfortunately there have been no satisfactory books to 
recommend for study. But this difficulty has disappeared 
with the appearance of the Hoke book. 

This volume stands unique in that it requires of 
the reader no knowledge of chemistry, yet explains its 
subject, in non-technical terms, thoroughly and in sufh- 
cient detail to be practical and really dependable. An- 
other point in the book’s favor is that it explains mostly 
processes for handling the generally small amounts of 
material that collect in retail jewelers’ shops and small 
trade shops, although it does also touch upon large- 
scale operations and equipment. 

“Refining Precious Metal Wastes” has 360 pages, 
fully illustrated with half-tones and line cuts. Besides 
the 22 chapters, there is an appendix in five parts, in- 
cluding: “Hazards,” “Laws and Regulations,” “A List 
of Dealers,” and “Books to Read.’ There is a complete 


index. The paper used is excellent, the typography 
beautiful, and the binding strong and _ attractively 
decorated. 


NEW DIAMOND BOOK FULL OF FLAWS 


“The Book of Diamonds,” by J. Willard Hershey. Published 
by Hearthside Press, New York. 142 pages; 1 colored plate; 
10 illus.; $2.00. 

ITH the public already suffering from so much 

misinformation about gems, it is unfortunate 
that a book like this should be published to spread and 
perpetuate still more misconception. In his foreword 
the author says that the book is intended for the general 
public who may wish to learn something of the non- 
technical aspects of the subject, and that an attempt has 
been made to interest the reader without sacrificing 
accuracy. 

If so, the attempt is a pitifully feeble one, for the 
book is studded with so many glaring errors, misstate- 
ments and contradictions that to even list them would 
require more space than is available for this review. 

The author betrays a lack of knowledge of his subject 
that is literally astounding in a man who has presumed 
to offer his writings to the public, and a failure to check 
and verify his statements that is equally astounding in 
a man who is supposed to be a scientist and writes the 
letters Ph.D. after his name. 
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Statistics are given that are not even remotely correct; 
his gemology contains such ludicrous errors as calling 
the topaz a form of sapphire; in some places he even 
contradicts things which he himself has said on other 
pages. 

Hershey, it may be remembered, is the man who got a 
lot of newspaper publicity in the spring of 1938 as a 
result of his claiming to have made synthetic diamonds, 
although the only impartial scientific test to which we 
have ever heard of his results having been submitted, 
failed to confirm his claims. The last chapter of his book 
is entitled ‘How to Make Synthetic Diamonds,” and de- 
scribes his experiments, concluding with the statement 
that more than 50 diamonds ranging in size from 1/30th 
carat downward have been produced synthetically in his 
laboratory. 

If the parts of Dr. Hershey’s book which deal with 
known facts are representative of the kind of scientific 
attitude and standards that governed the conduct and 
reporting of these attempts to create synthetic diamonds, 
we can only say that his book, rather than inspiring con- 
fidence in the correctness of his claims, only makes them 
appear more questionable than ever. 

Dr. Hershey must provide much more convincing 
evidence than he has supplied thus far if he wishes to be 
taken seriously by anyone with a knowledge of diamonds. 


"ELECTRICAL TIMEKEEPING," A NEW WORK 


“Electrical Timekeeping,’ by F. Hope-Jones, M.LE.E,, 
F.R.A.S. N.A.G. Press, Ltd., 26-28 Old St., London, E.C.1. 
10 s. Pp. 275. 


HE author of this new book, F. Hope-Jones, is per- 

haps best known to American horologists as the co- 
inventor, with William Shortt, of the Shortt clock, now 
recognized as the ultimate in accurate timekeeping per- 
formance of pendulums, for astronomy and other scien- 
tific uses. 

During Mr. Hope-Jones’ visit to America last year, 
he spoke of making a revision of his book, “Electric 
Clocks,” published in 1931. But now “Electrical Time- 
keeping” appears as an entirely new work; what has 
been used from the earlier book is only a summary of 
the historical material in it. This treatment is no doubt 
due to the progress made since 1931 in the subject of 
the book’s title. The present title indeed indicates the 
difference between the two books—the great scope of the 
subject “timekeeping,” instead of just clocks. 

Really no one who values a knowledge of timekeeping, 
electrical or otherwise, can afford to go without reading 
this new book. And even one who is not professionally 
interested in timekeeping may find in the book the 
pleasure to be had from reading a literary masterpiece 
regardless of its subject. Dr. H. Spencer Jones, Astron- 
omer Royal of England, in his foreword to the book, 
after referring to Hope-Jones as “a literary genius,” 
further says that: “his aptness of description and ex- 
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planation makes obscurity clear. He makes scientific 
mysteries a joy to read about and to understand .. .” 

“Mr. Hope-Jones has given us a work that will become 
one of the classics in our field. It has a very practical 
yalue, not only for workmen, but also for those who are 
mostly concerned with the merchandising of. clocks. 

The book has 124 illustrations and six full-page plates. 
The last chapter is a two-part glossary: “Explanation 
of Simple Electrical Terms for Clockmakers” ; and “Ex 
planation of Simple Horological Terms for Electri 
cians.” —-J. J. B. 


THE STORY OF DE BEERS 
“The Story of De Beers,” by Hedley A. Chilvers. Pub- 
lished, 1939, by Cassell & Co., Ltd., London. 344 pages, with 
35 sepia plates. Offered by Book Department, The Jewelers 
Circular-Keystone, $6.00, postpaid. 

SINGLE agency, the Diamond Trading Company, 
A now handles 95 per cent of the total world pro- 
duction of diamonds, coordinating supply to demand and 
insuring the stability of the market, to the benefit of 
producers in South Africa, Angola, Sierra Leone, West 
Africa and the Congo and equally to the benefit of 
cutters and merchants, and the diamond-owning public. 

“The Story of De Beers,” recently published in 
England to commemorate the 50th anniversary of De 
Beers Consolidated Mines, Ltd., pictures in brilliant 
detail the whole development of diamonds in South 
Africa, from the day in 1867 when a farmer’s child 
found a “bright pebble,’ through the first river dig- 
gings, the discovery and workings of the pipe mines, 





No. 299-—-Bon-Bon Dish No. 818—Footed Sandwich Tray 


Height 314” Diameter 7” Diameter 12” 
No. 688—Compote No. 63—Bowl 
Height 614” Diameter 7” Diameter 10” Depth 


THE MUECK-CARY CO., INC. 


MANUFACTURING SILVERSMITHS 


150 BAY STREET JERSEY CITY, N. J. 
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the formation of the Diamond Syndicate in 1893, the 
problem of tremendous alluvial production in the late 
’20’s, the development of the Syndicate into the Diamond 
Corporation in 1930, and finally the organization of 
the Diamond Producers’ Association and the Diamond 
Trading Company, in 1933. 

Two geniuses stand out, among the many colorful 
figures who people this book’s pages. The first of these 
leaders is Cecil Rhodes, whose vision it was to acquire 
control, by amalgamation or purchase, of all the impor- 
tant producers in South Africa. 

The other great figure is Sir Ernest Oppenheimer, 
who has been a member of the board since 1926 and 
chairman since 1929—years beset with great problems 
for the diamond industry, but crowned with great 
achievements. It was in 1926 and 1927 that the com- 
pany faced its most serious danger with the discovery 
and exploitation of rich alluvial fields in Lichtenburg 
and Namaqualand. The crisis was met by the Diamond 
Syndicate’s purchases of surplus alluvial production, the 
big mines’ voluntary restriction of production, the South 
African Government’s proclaiming state diggings along 
the Namaqualand Coast, and the exhaustion, by 1930, 
of the richest alluvial grounds. 

In 1930, the Conference Producers, headed by De 
Beers, and the Diamond Syndicate formed the Diamond 
Corporation, Ltd., the producers and the syndicate each 
subscribing half the funds required. The Corporation 
took over the Syndicate’s accumulated stocks of “‘out- 
side” diamonds and agreed to spread their sale over a 
period of years to insure a reasonable share of trade 





GIFTS 
For the Bride 


Exquisite Sterling Silver in 
Queen Anne Motif — Heavy 
gauge silver beautifully em- 
bossed and carefully pierced. 


Many other attractive pieces 
are included in our large and 
varied line. 


Attractively Priced 
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Pendant, No. K403—Locket, No. K402—Bracelet, No. K405—Brooch, No. K404 | 


F isher's "Petite Fleur" ensemble in three-tone gold 
filled is winning the approval of jewelers wherever 
shown. This group is notable for its fine hand crafts- 
manship, characteristic of all Fisher jewelry items. 
Motifs are beautifully designed and assembled with 
artistic skill. These are |8k gold filled to give defi- 
nite green and pink contrasts. For those customers 
seeking jewelry that is out of the ordinary—that will 
give lasting satisfaction—show "Petite Fleur" by 
Fisher. Your Wholesaler can supply you—and will 
show you Fisher Lockets—Brooches—Pendants— 
Crosses—Sports Trophies—Bracelet Charms. 


JM. FISHER company 








ATTLEBORO, MASS. 


“THE FISHER LINE” 
u.M.F.CO 
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to the Conference producers. Three years later the 
Diamond Corporation formed the Diamond Trading 
Company, to purchase and sell diamonds belonging 
members of the Diamond Producers Association, organ. 
ized the same year, of which the Diamond Corporatio, 
itself, the Union Government, De Beers and affiliated 
companies are members. , 
“The formation in 1933 of the Diamond Producers’ 
Association . . . marked the adaptation to modern ¢op- 
ditions of Rhodes’s policy of control,’ Sir Ernest 
Oppenheimer wrote, in a foreword to “The Story of De 
Beers.” ‘This association arranges for the sale of gl] 
its members’ productions through the Diamond Trading 
Company, Ltd., which Company also deals with the 
entire output from the important alluvial fields jn 
Angola, Sierra Leone, West Africa and the Belgian 
Congo. The Diamond Trading Co., therefore, handles 
approximately 95 per cent of the total world produc- 
tion of diamonds, and it will be appreciated that al- 
though the ideal of 100 per cent has not yet been 
achieved, we are nearer to it now than at any time in the 
past, and what I may call the ‘uncontrolled’ diamond 
production is really a negligible part of the trade.” 
Only one other book is partly comparable to “The 
Story of De Beers.’ This is “The Diamond Mines of 
South Africa,” published 38 years ago, when its author, 
Gardner F. Williams, was general manager of De Beers, 
Hedley A. Chilvers’ ‘““The Story of De Beers,” there- 
fore, is the only panoramic study of the entire period, 
and its engrossing pages and handsome photogravures 
past, and what I may call the ‘uncontrolled’ diamond 


"THE RETAIL PERSONNEL DIRECTORY" 


“The Retail Personnel Directory” published by National Retail 
Dry Goods Association, 101 W. 31st St., New York. $2.50 net. 

Although compiled by the Dry Goods Association and 
published primarily as a service to its members, this 
book contains a wealth of useful information for every 
retail jewelry store proprietor and manager. It sets 
forth in clear elementary style the basic principles which 
are equally applicable to all types of retail establish- 
ments with respect to hiring, training, hours and wages, 
etc., and the jeweler, no less than the dealer in clothing, 
hardware or shoes will find that its suggestions can be 
profitably employed in his business. 

Of particular interest is the section on wage payment 
methods in the chapter on hours and wages. Here are 
set forth all of the more commonly used methods of pay- 
ing retail sales people with a frank and impartial dis- 
cussion of the benefits and disadvantages of it. Jewelers 
who have been wrestling with the problem of simultane- 
ously keeping their sales people satisfied and at the same 
time of staying within proper budgetary limits will find 
this most useful. 

The book comprises chapters on hiring, training, rela- 
tions between sales personnel and customers, etc., all of 
which are fully covered in the 165 pages. 


Contracts totaling $66,420 for components of me- 
chanical time fuse mechanisms, have been awarded by 
the War Department to these companies: Seth Thomas 
Clocks, $29,460; Waltham Watch Co., $2,500; Westclox 
Division, General Time Instrument Co., $34,460. 
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CUSTOMERS’ COMFORT FIRST 


(From page 51) 


at a right angle to the wedding and diamond ring cases. 

The silver flatware department in the center section 
of the store is similarly equipped, as is the men’s acces- 
sories department at the rear. 

The center area is further devoted to the hollowware 
department, in which the merchandise is shown upon 
cabinet tables upon which rest removable, open-display, 
shelving fixtures that back up against the building 
pillars. ; 

Costume jewelry and novelties are displayed in com 
bination cases that have a 10-inch glass top section on 
top of a 26-inch body, along the left side of the main 
aisle leading from the vestibule door to the repair shop 
and optical department. Open displays of giftwares are 
found upon the combination cabinet tables and shelving 
fixtures lining the other side of the main aisle and back- 
ing up against the 17th St. side of the store. 

It will be noted that departments that depend on im- 
pulse buying, and therefore need customer traffic, are 
located on the main aisle, while the departments that 
involve larger-sum purchases, on a more deliberate and 
intimate basis, are set apart from the main flow of 
store traffic. 

Instead of the heavy mahogany wall cases found in 
many jewelry stores—hard to look inside of, because 
of the plate glass fronts, and impossible for the cus- 
tomer to approach, because of the intervening floor 





cases—Samuels uses open-display cabinet tables and 


shelving for sterling silverware and clocks, along the 
inside wall of the store. 

The optical department, using approximately 300 
square feet of floor space in the extreme rear of the 
store, under a mezzanine floor where the store office is 
located, has a spacious reception lobby, three examina- 
tion rooms and a workshop. 

The dominating construction theme was to create a 
light, bright atmosphere, inside and out. In line with a 
definite trend toward the use of light colors in store 
fronts, cream colored vitrolite was selected as the facade 
material, with a narrow strip of black vitrolite as a fin- 
ishing touch at the base and top. 

Carrying the lighter and brighter theme into this new 
Samuels store interior, the finish of all woodwork— 
including showcases, cabinet tables and shelf disp'ay 
cabinets—is bleached birch instead of dark mahogany 
that has been a jewelry store tradition for many genera- 
tions. The color of this treated birch is not unlike the 
bird’s eye maple that used to be popular in home furni- 
ture. It is a little more on a cream or yellow tone, the 
result of bleaching out the red in the original birch. 
The inside walls and the ceilings are painted oyster 
white. The walls are faced with a 52-inch wainscoting 
of birch, topped with a 2-inch cross-fluted molding 
of the same material, and set on a 6-inch baseboard of 
verde antique marble. The top of the wall wainscoting 
lines up with the top of the backgrounds of the window 
display sections. 

Attention to customer comfort extends even to the 
Hoors, which are covered with a heavy pile carpet. com- 





WESTMINSTER CHIMES 


WHITEHEAD, SLOW-SPEED, SELF-STARTING ELECTRIC OR 8-DAY SPRING 


“PEERLESS” CHIME 
(Below) 


Solid walnut case with claro-swirl veneer 
front and sides. Genuine marquetry inlay. 
Two-tone metal dial 514” with raised, gold- 
plated numerals. Gold-plated hands. Con- 
vex glass crystal, polished brass sash. Full 
Westminster, self-adjusting, quarter-hour 
chimes and hour strike. Height. 11”. Re- 
tail price, $31.50; Keystone list, $38.68. 


(Right) 


Selected mahogany case. 


Retail price, $46.50; 
$57.08. 

ALSO 
MANY OTHER 
ATTRACTIVE 
CLOCKS AND 

WATCHES 








THE NEW HAVEN CLOCK CO., NEW HAVEN, CONN. 


o oper 





on NEW HAVEN 
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“COBALT” CHIME 


Two-tone, 
54%” metal dial with raised, gold- 
plated hour indicators and numerals. 
Gold-plated hands. Convex glass crys- 
tal, polished brass sash. Full 
minster, self-adjusting, quarter-hour 
chimes and hour strike. Height, 
Keystone 


West- 


list, 














“PACIFIC” CHIME OR STRIKE 
(Left) 


A mantle clock of unusual design. Mahogany 
plywood case, 53%” two-tone metal dial, con- 
vex glass crystal, polished brass sash and 
handles. Full Westminster, self-adjusting 
quarter-hour chimes and hour strike or hour 
and half-hour strike. STRIKE, Retail price, 
$13.95; Keystone list, $17.12. CHIME, Re- 
tail price, $30.25; Keystone 
list, $37.12. Width, 1754”. 
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Your Jobber 
Can Supply You. 














NO NEED TO WAIT UNTIL YOUR 


customers have ready cash to 
buy that watch, ring, pin, or other 


article from you. 


INVITE THEM TO BRING IN 


OLD GOLD 


This often pays for the new and 
it is just like cash. Jewelers are 
cleaning out obsolete, unsalable 
items that have been carried 
over at reduced inventory figures 


for many years. 


You GET READY CASH 


for every grain of precious metal 


in all forms - - - when you 


SHIP DIRECT TO 


DEE & CO. 


CeClOUud 
CHICAGO 


DOWNTOWN CLO GOLO 
AND SALES OFFICE 
5S E.WASHINGTON ST 


GENERAL OFFICES 
AND PLANT 
1900 W KINZIE ST 








bining chateau wine and rust, in a conventional smal]. 
diamond pattern. 

Semi-open window backgrounds make the brilliantly 
illuminated store interior visible from the  street— 
a “live” display, with.the sales staff in action most of 
the time, which gets and holds the attention of many 
“window shoppers” who are always potential customers, 
The display windows are illuminated by  reflecto; 
lights, placed in a blue-painted overhead box, that are 
masked with prism glass, the design of which serves to 
focus the rays of light directly on the merchandise, At 
the bottom of this box there is a wide parallel strip on 
which the company name is shown in appliqued gold- 
painted block letters. Two of the display sections are 
removable, permitting the placing of tables, set with 
china, silver and glass, in their place. 


KEEPING CREDIT ACCOUNTS ACTIVE 
(From page 49) 

on top of letter page, referred to the ‘“‘name blank” on a 
ledger card. The space was indicated by a_ pointed 
pencil. The entire sheet except for the breather and a 
rectangular white space in the center for the letter 
message, was a photographic reproduction of a credit 
file, shown large, in use. 

At the top of another letter was the large sketch of a 
trophy cup, with the words, “Awarded to ......... for 
Highest Credit Rating.” The blank, of course, was filled 
with the name of the letter recipient, Cartoon style, men 
and women were shown climbing a ladder from foot of 
page to the top. These were the first paragraphs of the 
letter: 


“Success is a ladder which one climbs to reach his goal .... 

“Credit, too, is a ladder and each payment on account is one 
of its rungs. The loving cup at the top of this ‘credit ladder’ 
symbolizes that most desirable of all things—an A-1 credit 
standing! 

“You have made your payments promptly here at Kortz-Lee 
and we are pleased to award you special rights as one of our 
preferred customers.” 


The final letter of the standard follow-up is on a con- 
ventional letter-head, with fill-in of name, address, and 
salutation. The “pull” is found in offer of an unstated 
gift. This is the letter, signed by Mr. Kortz, and with 
a gift order enclosure: 


“It is such a long time since we’ve had the pleasure of serv- 
ing you that I was wondering if anything has happened to 
displease you. 

“Was your last purchase here satisfactory? 

“We take considerable pride in the fact that so many of our 
customers continue to patronize us year after year, and | 
sincerely hope nothing has occurred to cause a break in our 
friendly relationship. » 

“But if we have slipped up in some manner, won’t you let 
me know, so that I may straighten it out.to your entire satis- 
faction? I am sincerely anxious to have you continue as 4 
member of our growing ‘family’ of friends and patrons. 

“In appreciation of your past patronage, I am setting aside 
an attractive gift for you. It’s yours without any obligation on 
your part ... no need to buy a thing . . . no strings attached. 
It’s just our way of saying ‘We want to see you in the store 
again soon.’ 

“Please be sure to bring the enclosed gift order when you 
call.” 


The gifts are carefully chosen to have an appeal, in 
some measure of novelty, utility, much out of propor- 
tion to their cost, which runs on a wholesale basis from 
about 15 to 55 cents. The gift handed the customer is 
individually determined. Recently, a novel cigarette 
holder ash tray has been very popular. 
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COSTUME JEWELRY AIDS COMEBACK 
(From page 45) 


opment of other departments. — Many new customers, 
especially people of moderate incomes, who ordinarily 
might not have considered trading at Howe’s because of 
its reputation as an exclusive and luxuriously stocked 
jewelry firm with a select clientele, have been attracted 
to the store by the costume jewelry displays and have 
become “steady trade” for watches, silverware, and dia- 
monds. Meanwhile, the costume jewelry department has 
proven to be a drawing card for some of Howe’s older 
patrons as well, who under financial stress had aban- 
doned the buying of higher priced jewelry, but finding 
themselves back in the Howe environment, easily have 
become amenable to purchases. 

Both of these trends have been stimulated by the fact 
that in 1936, shortly after a special department was set 
up for costume jewelry, Howe’s adopted and began to 
feature credit selling on a basis of ten monthly or fifty 
weekly payments. 

Profound understanding was demonstrated by the 
Howe management in the ways it installed credit selling 
and a lower floor gift shop, expanding the lower-price 
field with such subtlety that attention of patrons of 
larger income was not arrested by the developments. 
Howe’s has remained Howe’s despite shifts in manage- 
ment, with an old slogan perpetuated through hard times: 
“Our proudest heritage and most valued asset is the con- 
fidence of the public in the truth of our statements and 
the integrity of our every transaction.” 

“In every department,” explains T. C. Gregory, presi- 
dent and treasurer of the firm, “salesfolk use no high 
pressure. There is never any inducement for them to 
do so.’ 

Each salesman is a veteran in the trade and deeply 
devoted to the Howe tradition. They have a way of 
helping patrons to cultivate an appreciation for finer 
jewelry. In conversation with them, you are impressed 
by the breadth of their experience. 


HERE'S GRATITUDE FOR YOU 





Friends who gave Gorham's Greenbrier pattern flatware to a certain 
bride recently were surprised and pleased to receive this highly 
original acknowledgment of the gifts. She sent out cards combining 
@ picture of the spoon with a puppy carrying an "I.O.U." for a 
million thanks. Part of the silver the bride received was purchased 


from Frank J. Hattenback, 15 Maiden Lane, New York. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1940 





| 
| 
| 


85 








Ml Ff 


@ You can't make a sales-building investment that 
beats a modern, attractive ZOURI Store Front, de- 
signed especially for you! Modern ZOURI Store 
Fronts attract favorable attention, work for you day 
and night, and pull people in—the right kind of 
people who can make sales and profits go up! 


SEND the coupon below or get in touch with the 
ZOURI distributor in your city TODAY for com- 
plete information on how to secure a ZOURI 
Store Front that will be just right for your par- 
ticular place of business. 


Remember, ZOURI features include extra . protec- 
tion against plate glass breakage — rich lustre 
and beauty of rustless metal parts — colorful Por- 
celain Enamel in a variety of combinations — 
sturdy metal Entrance Doors — Awn- 
ing Bars which conceal awning roll 27 
when not in use! Get full particulars, 
without obligation. Write today! 


MODERN 
COLORS 





COUPON BRINGS FREE BOOKLET 


—— ee ee ee ee ee eee ee ee ee ee 


ZOURI STORE FRONTS, NILES, MICHIGAN 
Send free, illustrated booklet on colorful new ZOURI Store Fronts. 


NAME 





ADDRESS 
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Sold siete: 
Through — 
Jobbers Complete 
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F. H. NOBLE & COMPANY 
535-559 W. 59th ST., CHICAGO 

















RUECKERT 


MFG. CO., 69 Sprague St., PROVIDENCE, R. I. 





CASE MAKERS 
FOR FIFTY YEARS 





JEWELRY CASES AND TRAYS 
COUNTER DISPLAYS 
OPTICAL CASES 
DISPLAY PADS 
BAGS AND ROLLS 
FIBRE TELESCOPES 


TOOL AND SURGICAL CASES 


SILVERWARE CHESTS AND SPECIAL 
CONTAINERS 





H. A. BREDEL 
CHICAGO REPRESENTATIVE: 42 E. MONROE ST. 
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BAKER & CO. AGAIN AT FAIR 

The keen interest shown in the exhibit of Baker & Co., 
Inc., of Newark, at the New York World’s Fair 1939, 
was so encouraging that they have decided to do it al] 
over again this year, adding the new items, which haye 
been developed in the meanwhile, to bring the display 
up to the minute. The new Baker illusion settings, 
which tend to make diamonds appear larger than they 
really are, are outstanding instances. 

The exhibit also offers a convenient way to become 
conversant with the rhodium plating process which has 
become so widely used in jewelry. Competent people 
will always be on hand to explain all details. 

The exhibit, of course, covers many other fields as 
well as jewelry, and every jeweler will find it interest- 


Where Fair-goers learn about platinum 


ing to see the important work platinum is performing in 
other fields than his. 

For instance, platinum is used in the manufacture of 
such widely varying products as rayon, fiber glass, fer- 
tilizers, sulphuric acid, explosives, and fire signal 
systems, to name only a few. 

The jeweler can appreciate these many uses the 
more, because he is so familiar with one aspect of 
platinum’s usefulness. The Baker exhibit lays the story 
plainly before him. 


"MOTHER SAYS MAKE IT JEWELRY" 
(From page 43) 


interest, and the text explains: “To complete the three 
great events in woman’s life—engagement—marriage— 
motherhood—maternity rings, worn on the second finger 
of the left hand.” 

Reasons for a maternity ring, where worn and how 
selected, are all told by the question and answer method. ' 
For example, the question: ‘““Why is the maternity ring 
worn on the second finger of the left hand?” is an- 
swered thus: “It is worn on the second finger so that 
it is as close as possible to the engagement and wed- 
ding rings, and symbolizes the closeness of the family 
group.” 

Across the bottom of the folder are four photographs 
of rings suggested by Pohndorf’s as maternity rings. 

To sum up, Mother’s Day’s universal appeal, founded 
upon every family’s devotion to “mother,” makes May 12 
second only to December 25 as the greatest single 
selling opportunity jewelers will have during the com- 















ing 12 months. 
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FOLLOW-UPS BUILD SILVER SALES 
by ROBERT A. LATIMER 


RADITION is one of the greatest assets of the 

jewelry store, particularly when applied to a well 
established firm with decades of service behind it, accord- 
ing to the Hausmann Jewelry Co., but tradition alone is 
not enough to sell sterling flatware consistently. That's 
why this jewelry store, located on Canal St. in New 
Orleans, is backing up its reputation for a century of 
fne silver retailing with a modern, streamlined merchan- 
dising system. 

Bride-contact selling is spread over the entire year, 
instead of being confined to summer months, such as is 
often the case. All employees closely watch newspapers 
for engagement announcements—a cooperative activity 
which makes certain that every announcement in the 
silver-prospect classification will come to the notice of 
the store. 

To each bride-to-be Hausmann’s directs handsomely 
engraved mail invitations to visit the store to select her 
silverware pattern. Included in this direct-mail piece are 
pamphlets on popular flatware patterns and designs, a 
booklet on the place of silverware in the bride’s marriage, 
and a personal, handwritten note of congratulations from 
the “Oldest Jewelry Store in the South.”’ 

When the bride-to-be makes her selection, even though 
nothing is purchased at the moment, her name goes 
permanently on a file card devoted to the flatware section, 
giving her address, her marriage date, and the price and 
pattern of the silverware chosen. In addition to this, 
William Pohlman, head of the firm’s silverware depart- 
ment, makes out a form sheet numbered in duplicate with 
the file card, which goes into a drawer kept near the 
card-file, with the same information. The date of the 
first call, when made, and what was sold, is the first entry 
on the sheet, which has divisions for every piece in a 
complete chest of silver. Thus, the card file gives the 
name of the customer, and the sheet shows how much 
whether a complete chest, or 
serving sets of a few pieces. The idea here, naturally, is 
that the complete sheet, with its forks, knives and 
spoons classifications, represents a complete chest of 
silver—which the Hausmann store will build up for the 
customer. 





flatware was purchased 


This flatware merchandising doesn’t stop with wedding 
presents. The store courteously inquires for whom any 
flatware is being purchased, whether the customer is 
known or not. In the majority of cases, the name is on 
fille—whereupon it is a simple matter to bring out the 
form sheet, show the prospect that her friend’s silver 
chest lacks this or that, and sell flatware to fill the gaps. 
For birthdays, anniversaries, Easter, Christmas and 
other events, this has proved to be the most effective 
sales-builder the Hausmann store has ever developed, 
and most of the sheets on file show purchases from at 
least two persons, sometimes as many as 12, 

Customers appreciate this gift-suggestion idea, know- 
ing that the store is giving them a definite lead for gifts 
for friends—and show it by buying again and again. 
Word-of-mouth advertising insures getting the maximum 
wedding-gift business, all in the same pattern, and the 

(Please turn to page 89) 
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HONESTY is nota virtue 


... itis good business! 
FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 

COOPER’S POLICY of fairness and ae- 
curacy continues unchanged . . . always 
making new friends. 





JOSEPH B. COOPER & SON 


INCORPORATED 





26 John St., New York 
Factory: Brooklyn, N.Y. 


Our Reputation Is Our Success 











Each Alton 
watch comes 
in a_ beauti- 
ful gift box. 





Illustrated are just two numbers from our Complete line. Send 
for our catalog in colors showing the new ALTON watches, and 
other lines of profit making watches and watch cases. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 





5 South Chicago 
Wahash Ave. Illinois 
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PLUG IN AND PLATE 


GREEN'S SELECTRO-PLATER 
AS EASY TO USE AS A RADIO 


The SELECTRO-PLATER, designed for jewelers, is the newest ang 
most efficient of all plating units. It is a complete plating plant 
that may be hung on the wall, clear of the work bench, has no moving 
parts, requires no special connections,—you just plug in and plate. 

The SELECTRO-PLATER is as easy to use as a radio. Our copy- 
righted dial on the voltage control tells you exactly where to “tune” to 
plate gold, silver, copper, rhodium or any of the metals you may use. 
For example: If you want to plate gold, you “tune” to gold and plate. 
That is all there is to it. 

The SELECTRO-PLATER will bring new trade to your store and 
more business from your regular customers. And Mr. Jeweler, think of 
the extra profits you will make by plating old, shopworn stock into 
bright, salable merchandise. In a few minutes, a tarnished silver broach 
may be transformed into a piece of exquisite gold jewelry. 


The SELECTRO-PLATER will pay for itself in a few months. It 
will bring you more business and more profits. With it you will give 
better service and keep your stock fresh and salable. 


The SELECTRO-PLATER is unconditionally guaranteed. Write us 
to send one to you. 


This SELECTRO-PLATER is priced at $39.50 f.0.b. New York 














Model No. 704 
FOR A.C. CURRENT ONLY 


A complete plating unit built around that amazing 


development of electrical science, the Selenium stack. ae G R E &E be E L E - T R i . Cc Oo } n € 
Complete with voltmeter, hairline voltage control, ad "7 . 


There are, of course, other models of greater capacity 


safety fuse, on and off switch and 6 feet cord and 

plug. It measures 10” x 6” x 4,” and weighs only 192 BROADWAY Established 1892 NEW YORK 
10 pounds. For plating rings, broaches, cigarette, 

watch & vanity cases, small silverware, etc. Manufacturers of GREEN'S Polishing Motors and ''SAL-HYDE'' Electro Plating Salts 











GOLD-SILVER-PLATINUM| | BE A SPECIALIST 
\| A 


ersten SN  mAND PROFIT! 
YOUR S Gemology has proven many jewelers’ road to 
REFINING success. They say that the knowledge gained 
\S in the first months of study has increased 
\ 


NEEDS 
JOSEPH SLOVES 


149 CANAL ST., NEW YORK CITY 


Representation permitted during melting and 
sampling. 

The purchase and sale of Sterling Silver, 
flatware, and hollowware solicited. 


their selling power enough to pay for the 
entire course many times. 

What gemology has done for these men it 
can do for you. 


Be a Certified Gemologist— 
the scientific specialist on diamonds and other 
gems. Become recognized as an authority 


“THE PATHWAY TO SUCCESS” | nationally as well as in your own community. 


Write for further details to the 
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Gemological Institute of America 
541 So. Alexandria, Los Angeles, California 














DIAMOND WEDDING RINGS 


CHANNEL @ FISHTAIL @ MARQUISE ©@ BAGUETTE 


WATCHWORK STONE SETTING ® BAGUETTE AND ROUND @ LOVE RINGS ® 
JEWELRY ENGRAVING leone AND SYNTHETIC eo Co. eae. 
BRADLEY POLYTECHNIC INSTITUTE UPERIOR WEDDING BAND CoO., INC. 

SCHOOL OF HOROLOGY 71 NASSAU ST. COrt. 7-9263 NEW YORK 





Dept. C Peoria, Ill. MEMORANDUM CALLS GLADLY FILLED 
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FOLLOW-UPS BUILD SILVER SALES 


(From page 87) 


customer revisiting the store even five years later can 
find exactly how complete any friend’s set is to date. 

Beginning with ten cards, Mr. Pohlman’s file has now 
grown to over 2000 names, and the department has ac- 
counted for as many as 100 sales on one card and sheet. 

Nine display cases, occupying over 75 per cent of the 
total first-floor display space of the Hausmann building, 
are devoted to silverware, and one of the two windows 
on Canal St., has been devoted to nothing but silver for 
over 50 years. 

Two sterling silver flatware cases at the rear of the 
main floor of the store are devoted to selling flatware; 
in effect a quiet, private department removed from the 
salesfloor. 


STOCK SHOW VISITORS LIKED THIS ONE 





“Ride a cocktail horse 
To Banbury Cross.” 


An interesting example of initiative by a jeweler in 
tying up with local events is provided by this clever 
display installed .by Capt. Ted Syman of the Syman 
Bros. Jewelry Co., Denver, during the National Western 
Stock Show. It stopped literally thousands of visitors. 

The “horse’’ was made principally of merchandise 
stocked by the store. The head was cut out of card- 
board, painted, decorated with hair and set with an 
operculum eye. A pair of Karvets formed the legs, a 
shaker the «body. The tail was made of rope. The 
“animal” was placed in a silver tray filled with green 
shredded tissue. -’ 


ta 


MEN APPRECIATE WRAPPING SERVICE 


There are numerous methods of catering to men cus- 
tomers. That neat package in the window is one. “Your 
gift; boxed, ready to be presented,” in a neat sign before 
the package will appeal to the man. 

Another thing that will appeal to him is the fact that 
if he will express a desire, a salesperson will endeavor 
to make selections from the entire shop and offer about 
a dozen pieces for his personal selection. A small sign, 
neatly framed, can be in the window which tells this 
story: 

Tell us for whom you desire the gift. We will make 
suggestions and select a number of items we feel appro- 
priate. This will save your time and make shopping less 
burdensome. 
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NOW READY! 


THE NEW EDITION OF ADVANCE-STYLES 
FOR THE JEWELRY INDUSTRY: 


“JEWELRY OF TOMORROW" 


4TH EDITION 








ENTIRELY ILLUSTRATED 





THE KEY TO MODERN STYLING OF ALL JEWELRY! 
INDISPENSABLE TO ALL UP-TO-DATE JEWELERS! 


OVER 400 DESIGNS! 


novel ideas and timely suggestions for the following subjects 
and their manifold sorts: 
LADIES JEWELRY— 
MEN’S JEWELRY— 
WATCH CASES— 
VANITY AND CIGARETTE CASES— 
NOVELTIES OF UNUSUAL INTEREST, 


BY THE BEST PARISIAN ARTISTS 











Free with each full-paid annual subscription: 
exclusive designs created to-order for each subscriber's 
individual requirements (minimum 6), and other services 
possible to render with this subscription. 





Subscription Rates (payable in advance): 


Photographic Edition Chromatic Edition 
(black and white): (colors of objects): 
Annual Semi-Annual Annual Semi-Annual! 
$30.00 $20.00 $40.00 $25.00 


Annual subscription may be paid in two equal instalments, 
if preferred. Remittance may be made by ordinary check, 
or through any bank against delivery of the edition. 





OFFICIEL de la BIJOUTERIE & ACCESSOIRES 
8, Rue Murillo, PARIS (8e) France. 














Armour Tray No. 890A—Map Decoration—14''x22"' 


ARTHUR ARMOUR ALUMINUM 


"The Aristocrat of The Metal Lines” 


Is the favorite with High-class Jewelers who 
demand the highest quality combined with 
exquisite craftsmanship. 


Write For Our New Catalog Just Off The Press. 


A. STANLEY BRUSSEL 


225 FIFTH AVE., NEW YORK 


Los Angeles, Tara Sales Co., 712 So. Olive St. 











Spode 


WESTMINSTER 


There is a Spode pattern to suit any 
taste or pocketbook. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave., NewYork 






























The Shows 


. . . But Jewelers’ Gift Sales Keep Going 
Strong! 








The New York and Boston Gift Shows are 
over, and in their wake come glowing reports 
of stimulated sales in the gift departments of 
jewelers who came, who saw, who bought. 

To the shows, now over, came jewelers jn 
increased numbers—jeweler attendance at 
gift shows has risen progressively since 1930, 
Jewelers saw an increased number of vift 
items—at New York exactly 517 lines were 
displayed. Jewelers bought in_ increased 
numbers and chalked up a record volume 
of sales. 

A manufacturer of fine gifts in leather 
recorded his largest month since January, 
1932. A house specializing in wrought-iron 
tables, lamps, etc., wrote an order deep into 
/ four figures for a _ well-known Canadian 
if, jeweler. A glass house and a manufacturer 
of artificial flowers announced orders taken 
/’ would tax their maximum rate of produce. 
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PATTERN NO. 564 





IN STOCK FOR IMMEDIATE DELIVERY COMPLETE DINNER- 
WARE LINE OF THIS CHARMING NEW PATTERN. POLY- 
CHROME PINK ROSE, GREEN LEAVES IN CENTER, BROAD 
TURQUOISE BAND IN VERGE AND AT EDGE. SEND FOR 
SAMPLE AND PRICE LIST. 


AMBASSADOR WARE 
Made in England 


FONDEVILLE & CO. 


149-5th AVE. NEW YORK CITY 
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Are Over... 


, tion for many months to come. And—25 per 
cent of these orders were from jewelers! 

The spring gift shows are over, yes! But 
here, within these pages, every month | is 
! SHOW month. Retail gift sales are going 
Keep them that way in your gift 


strong. 
department. 

If you have no gift department, inaugurate 
one now and build toward the day when 
you can say your gift sales are “going strong.” 
"Yes, the New York, Philadelphia and 
Boston gift shows are over. Not until August 
will there be another. But, here, the shows 
have just begun! Art pieces, crystal, porce- 
lains and fine china, metalware, antiques and 
collectors’ .items—here you will find them 
all, the craftings and the imports of the rep- 
resentative group of gift and art houses whose 
announcements flank these columns. Here 
the shows have just begun. Here, we'll make 
every month a show month. Now, you make 
every day a gift day! 

—_—— OO ee 


il PUD 


























BEAUTY FOR BRIDES 


Colorful fruit or flowers for the 
dish — tall austere tapers for the 
candle holders. KOSTA’S  im- 
pressive setting for today’s brides 
and yesterday's. Pure lead crystal 
blown in Sweden for American 
connoiseurs. Sold as a unit or 
separately. 


J. H. VENON, INC. 


D. Stanley Corcoran, President 


212 Fifth Avenue 712 So. Olive Se. 
New York Los Angeles 
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THE STRAND 









BACCARAT—— 
FINEST FRENCH TABLE 
GLASSWARE 


A dozen complete lines carried in open 
stock including plain, etched and cut pat- 
terns. Prices on application. 

We also have a large line of lead glass 
Smokers’ Articles, Cigarette Boxes, Ash 
Receivers, etc., from Belgium. 


Gift Wares in Large Variety 
Everything in stock for prompt shipment 


PAUL A. STRAUB & CO., Inc. 


105-107 FIFTH AVE. 
At 18th Street NEW YORK 














Yes, It’s Art! 


by J. RICHARD IANDER 


"Miss West" by Law- 
rence, from a group 
of reproductions of 
masterpieces in oil. 
House of Art, 33 W. 
34th St., New York. 





Paired, hand-painted medallion silhouettes from French 
originals. Each $5 retail. Alice Hall, 32 Union Sq., N.Y.C. 





ROBABLY always lurking somewhere behind the 
leaves will be the devil ready to whisper: “It’s 
pretty, but is it art?” The devil notwithstanding, here 
is art. 

What has it to do with the retail jeweler? This much. 
Here are tested items, every one enjoying spirited turn- 
over in the gift and art departments of those enterpris- 
ing jewelers who stock them. And they are only a few 
of the opportunities culled from the unusually large 
offering in art merchandise which art houses this spring 
have especially adapted for retail jeweler outlets. Such 
foresight was possibly of the long-range variety, but, 
happily, it now is bearing fruit. The individual jeweler 
may determine what portion of the fruit is his. 

This cooperation of art houses is evident in the mer- 
chandising of such a reproduction as Lawrence’s “Miss 
West,” taken from a wide-range line covering master- 
pieces in oil by 17th, 18th and 19th century artists. 
Each is produced in several sizes and, thus, instead of 
the set, commercial type picture, the jeweler may offer 





18th century and Chip- 
pendale trend in dec- 
orative art. Cut-out 
frame of deep ma- 
hogany, $5 retail. An- 
dres, Inc., 135 W. 26th 
St., New York. 











a distinctive reproduction in that size best suited to his “The Little Wanderer,” 

client’s requirements. from a popular group by 

The paired medallion silhouettes shown are from rare Bertha Hummel at Mrs. E. 

; ‘i Tae , H. Coles, 225 Fifth Ave., 

hand-painted French originals. The early enthusiasm ew Wek See a 
with which jewelers received them when they were inches., $3 retail. 


introduced a few months ago continues to spread, with 
lustiness characterizing repeat orders. 

Jewelers who cater to the ever-present tastes of their 
clients for the decorative, know the valuable service 
of a house which carefully follows the trend in furni- 
ture, and from whose stock is shown a floral print with 
frame treatment catering to the current demand for 18th 
century and Chippendale styles. 

Many jewelers will recognize the reproduction of 
“The Little Wanderer” by Bertha Hummel. This and 
“The Little Fiddler” continue among the favorite sub- 
jects with jewelers’ art-buying clients. 

Novel and profitable are hand sculptured, unbreak- 





Hand sculptured, unbreak- 
able "Embossart" pictures, 
with third-dimensional ef- 
fect. $3 retail. Atlas Em- 
bossed Picture Co., Inc., 


ble pictures, an ex rhich is illus ed. This 
able pictures, an example of which is illustrated. This 15 W. 27th St., New York. 


is that craft in embossing which produces a remarkably 
realistic third-dimensional effect, whether the subject 
be a vase of flowers, a ship or a landscape. Floral de- 
signs are most popular, but the other available subjects, 
too, are enjoying good reception. 
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OVIES, the radio, the press are the most sensi- 
M tive barometers in indicating trends. Thus, for 
the retail jeweler merchandising gift and art wares, 
these mediums offer splendid chances for promotional 
tie-ups. Women’s fashions are trend indicators, too. 
We asked two large department stores in New York 
why they had suddenly come out with full-page news- 
paper advertisements, one on antique silver, the other 
on antique porcelains. “‘Dictated by women’s fashions,” 
they told us. ‘“‘We’ve gone back to bustles. Only the 


streamlining is new. 
* * * 


A. STanLey Brusser, 225 Fifth Ave., New York, is 
out with a bigger and better catalog. Forty pages, fully 
illustrated, it features a number of new interpretations 
in Arthur Armour hand-wrought aluminum. Copies are 
obtainable on request. 

* * * 

H. L. Herzretper, president of the Fan Co., New 
York, is in China on a buying trip; also to negotiate 
for continued uninterrupted shipments of diversified 
Oriental imports. After Peiping, Shanghai and Hong 
Kong, French Indo-China, Burma and Rangoon are on 
Mr. Herzfelder’s tentative itinerary. 

* * * 


“NO WAR sentiment in Italy” reports M. Cohn, 


of Italian Craft Importers, New York, just returned 
from a buying trip which carried him to Naples, Flor- 
ence and Venice for purchases principally in pottery. 
If the population isn’t anti-Nazi, it isn’t pro - British, 
Mr. Cohn states. It’s pro-Italian, he says. Shipments 
continue to arrive sporadically. 

* * 

FINLAND is free to ship openly again out of Oboe, 
Kotka and Helsinki, with regular freight steamers avail- 
able, according to J. Junge of Markt & Hammacher, 
New York City, importers of Finnish crystal glass and 
pottery. Shipments had been barely trickling into this 
country by slow auxiliary schooners. Last shipments 
received by the company came in the Bjorneborg and 
Ingrid Thorden, Norwegian motor ships. 

* * * 

A NEW modern showroom is now open at 225 Fifth 
Ave., New York. Miss A. L. Larimer, designer, who 
launched the firm of A. L. Larimer in 1925, heads it. 
American ceramics, handmade pottery, hand-hammered 
copper, gold plated whatnots and mirrors, wooden ware 
and plastic ornaments make up the Larimer stock, all 
in the popular price bracket. 

* * * 

ARTISTIC LAMP MFG. CO., New York City, re- 
cently staged a press preview to intfoduce their ex- 
clusive “Gone With the Wind” period lamps. Approved 
by the Better Light-Better Sight Bureau, the lamps 
carry “Trilite’’ bulbs, providing three intensities of 
lighting. Loew’s, Inc., producers of the photoplay, gave 
Artistic “GWTW” name rights and privileges under 
contract. 


customer 
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CRACKER 


our customers who ha 


er to every one of y 


A sure sell rial 


that hazardous journey 
slippery plate-full of crackers. 
chrome are strung across either € od 
hrome tray. They serve to keep cr 
c . 
The rack itself is supported by t se 
An especially timely item—pr! 
for fast sales! . - - Ask for you 


your initial order. 
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A representative collection of an. 
tique porcelains including Stafford. 
shire, Derby, Rockingham and 
oriental Lowestoft vases and figur- 
ines, covering the period 1780 to 
1810. All objects, including break. 
front desk display cabinet, from 
the collection of Leo Elwyn & Co,, 
Inc., 23 W. 55th St., New York, 


Antiques--An Open Door to Opportunity ¢ 


When has that not been an 
Now from 


HE lure of antiques! 
open door to opportunity for jewelers? 
many sources in the field come reports, ‘““The trend is on. 
Demand for antiques is decidedly upswing.” This up- 
swing, it can be added, simply is in line with increased 
jewelers’ sales in the entire field of gifts and art which 
this department has been stressing for several months. 
Here is a point to note. Jewelers’ clients, buying the 
finer jewelry items, form the buying nucleus in this 
trend toward antiques. They are the lovers of any art 
object that wears the mantle of mellowing years grace- 
fully. When they think of purchasing porcelain objets 
d’art, for instance, they think in terms of antique china. 
Porcelains, incidentally, are the vanguard of increased 
antique sales. ‘These are chiefly fine cabinet pieces for 
the decoration of small cabinets, breakfront bookcases, 
etc. A select and representative group of these fastest 
sellers forms the illustrated collection. 

What better way to liven up some quiet corner of the 
store? A breakfront, or a cabinet filled with art objects, 
modern or antique for that matter, affords an excellent 
center of store interest. A soft spotlight overhead may 
even be installed. However accomplished, such a display 
asks small outlay for the profits that will accrue. 

Antique silver, too, is enjoying remarkable demand, 
in both originals and reproductions, especially the finer 
18th and 19th century English tea services, charac- 
terized by fineness of details, edges. etc., all hand-chased. 
For example, the house from whose stock the illustrated 


94 


reproduction is taken, uses fine old dies, works out the 
designs on a heavy copper base and gives them an extra 
heavy plating of silver. 

Cooperation with jewelers in the arranging of exhibits 
of English silverware and plate on the jeweler’s own 
premises is stressed by this house. Where these exhibits 
have been held, store traffic has increased as much as 70 
per cent, with 10 per cent of this number figuring in 
later return sales. 


Copy of Georgian inverted pear-shape silver design (George 
111), executed in the London factory of |. Freeman & Son, Inc., 
444 Madison Ave., New York. Retails at $350. Others, $200 up. 





THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1940 








ORREFORS EXHIBITS SWEDISH PRODUCTS 


XAMPLES of the 
{U Orrefors, works by the celebrated sculptor Carl 


famous Swedish glass’ by 
Milles and distinctive, modern costume jewelry by 
Wiwen Nilsson of Lund, jeweler to the Court of Sweden, 
are now provided in at the 
Orrefors Galleries, opened March 1 at 5 E. 57th St., 


New York, by A. J. Van Dugteren & Sons, Inc. 


permanent exhibition 


Tage Palm, lecturer, for 20 years associated with 
Swedish modern arts and craft movements and last year 
director of the Industrial Art Exhibition at the Swedish 





Moin exhibit hall at Orrefors Galleries, recently opened by A. J. Van 
Dugteren & Sons, Inc., in New York City. 


Pavilion, New York World’s Fair, is manager of the 
galleries which comprise four rooms, a miniature theater 
and a mezzanine. Decorations are by Hans Foy. 

Examples of Orrefors glass, the chief exhibit, are 
displayed in the main gallery against varying blue wall 
tones. Low-set concealed fluorescent light wells provide 
the principal lighting. 

In the second room, just beyond the main gallery, 
the Wiwen Nilsson jewelry is exhibited in a modern 
blonde wood showcase arrangement. Wall treatment 
utilizes chartreuse Swedish textile and illumination em- 
ploys lumalite. 

Two other rooms are devoted to the Milles sculptures 
and a representative group of lamps respectively. To 
one side is situated the theater, which uniquely employs 
a screen of cork composition. Four gesso panels, painted 
in tempera with scenes descriptive of Arcadia, adorn the 
walls. The mezzanine is taken up with a large directors’ 
room, with private offices in the rear. 


21 STATES TAX CHAIN STORES 


When Kentucky’s new chain store tax law goes into 
effect, there will be 21 states with a chain store levy. The 
new Kentucky tax ranges from $25 for each store in a 
chain of five units or less to $200 a store in chains of 
more than 250 units. 

Arizona, California, Maine, New Mexico, Pennsylvania 
and Vermont have either repealed or invalidated their 
chain store tax laws. Minnesota’s chain store tax law is 
under court scrutiny. States taxing chain stores are 
Alabama, Colorado, Florida, Georgia, Idaho, Indiana, 
Iowa, Kentucky, Louisiana, Maryland, Michigan, Minne- 
sota, Mississippi, Montana, North Carolina, South Caro- 
lina, South Dakota, Tennessee, Texas, West Virginia and 
Wisconsin. Such taxes last year totaled $6,167.000. 
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EWELERS handling our porcelain, glass, 
alabaster and miniature brass gift goods, 
have not only found it profitable, but have at- 
tracted many new customers through a dis- 
play of our goods in their windows. 





ERE is an alabaster birdbath in six differ- 
ent colors, with vases to match in the 
same colors, very beautiful and can be sold at 
a handsome profit. 
We have gift goods imported from various 
countries, that can be retailed from 25 cents 
to $50, completely illustrated price lists 
mailed on application. 


LEO KAUL IMPORTING AGENCY 
115-119 C SOUTH MARKET ST., CHICAGO 




















A complete photographic ser- 
vice, supervised by experts with 
years of training, insuring best 
results. 


STADLER PHOTOGRAPHING 
COMPANY, INC. 


New York City 








67 Irving Place 
95 
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Plan International Gem Conclave 


Gemologists' Sessions at 
Chicago and Newark Draw 
Big, Attentive Registrations 


Outstanding among jewelry organ- 
izations in the serious interest taken 
by members in its business and edu- 


cational activities, is the American 
Gem Society and its affiliated organi- 
zation, the Gemological Institute of 
America. This fact was again demon- 
strated at two gemological conclaves 
held Jast month. 


At the sessions of the fourth conclave 
of the Central Division,: A.G.S., held 
March 3 to 5, in the Sky Room of the 
Stevens Hotel, Chicago, there was an 
attendance of 108 intent students. Even 
more, 112, were registered at the third 
conclave of the Eastern Division, held 
March 9 to 12 at the Robert Treat Hotel, 
Newark. The hosts were the Metro- 
politan Chicago Chapter, A.G.S., and the 
Northern New Jersey Guild, A.G.S., re- 
spectively. 

A general international conclave, em- 
bracing both the eastern and western 
divisions, was recommended, to be held 
in 1942, at a time and place to be 
determined later. The Eastern group 
was so pleased with the reception given 
it in Newark that it voted to return 
there again next year. The Central con- 
clave will probably meet again _ in 
Chicago. 

With the Eastern Division concurring 
with the Central Division, John Kennard, 
of the Boston jewelry house of Hodgson, 
Kennard & Co., was elected chairman of 
the International Committee, and Wil- 
liam Schwanke, of Schwanke-Kasten Co., 
Milwaukee, was made secretary. Mr. 
Kennard has long been a prime mover 
in the gemological movement in_ this 
country, and is immediate past president 
of the Eastern conclave. 

His successor in the office of president 
is William Wright, of Galt & Co., Wash- 


ington, D. C. Jerome Wiss, of Wiss 
Sons, Inc., Newark, was elected vice- 
president; Samuel J. Tyack, Shreve, 


Crump & Low Co., Boston, was named 
secretary, and Lovell Baker, Henry Birks 
& Sons, Montreal, was made treasurer 
of the Eastern group. 

The Central Division voted to retain 
its incumbent officers, who are: H. Paul 
Juergens, Juergens & Andersen, Chicago, 
president; George A. Arbogast, Arbo- 
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JEWELERS "GO TO SCHOOL" AT THE CONCLAVES 





The candid camera records random scenes typical of the gemologists' seven days of precious 

stone study, at the recent Chicago and Newark conclaves. Left, testing perfection with the 

diamondscope. Right, examining a collection of gem specimens loaned by members of the 
Eastern Division, at the Newark session. 


gast & Holdorf, Chicago, vice-president ; 
Jack H. Lund, of Fred M. Lund, Chi- 
cago, treasurer; and Hans J. Bagge, J. 
Milhening, Inc., Chicago, secretary. 

Because of the large number of mem- 
bers of the educational committee, it 
was voted that a smaller executive com- 
mittee, for more effective functioning, 
be created from the large general com- 
mittee. Named to this executive com- 
mittee were: Dr. Edward Wigglesworth, 
Ph.D., director of the Boston Museum of 
Natural History; Lovell Baker; E. N. 
Smith, Birks, Ellis, Ryrie, ‘Toronto; and 
J. Arnold Wood, Poughkeepsie. 

One of the most important aspects of 
the work performed at these conclaves 
are resolutions passed in regard to trade 
matters. The Newark conclave was in 





DIVISION COMMANDERS 


H. Paul Juergens, of Juergens & Andersen, 

Chicago, left, who was reelected president 

of the Central Division, A.G.S. Right, William 

Wright, of Galt & Co., Washington, D. C.., 

who succeeds John Kennard as head of the 
Eastern Division. 
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agreement with the Chicago conclave on 
most of the adopted committee reports. 

One question, on transfer of titles, 
about which there was a difference of 
opinion, will be submitted to the entire 
membership, to determine by mail ballot 
which of two recommendations shall be 
adopted. 

The certification committee of the 
Eastern Division recommended that in 
cases where a student has acquired the 
title of Registered Jeweler and leaves 
his present employment, either to set up 
in business for himself or to become the 
employee of another and reputable firm, 
he be permitted to continue the use of 
his title and the advertising of it, unless 
and until reason were found for its with- 
drawal. This recommendation, adopted 
by the conclave, differed from the Cen- 
tral Division’s action which would forbid 
the transfer of title until a year has 
elapsed from the date of change of em- 
ployment. 

The conclaves concurred in the belief 
that until a more scientific basis for 
designating diamond colors is devised, 
the present system of naming be con- 
tinued. The Newark assembly questioned 
the propriety of the use of the term 
“Premier” as describing diamonds of the 
inferior grade so described by traditional 
nomenclature, and referred this part of 
the recommendation back to the commit- 
tee for further consideration. 

The gemologists agreed on four per- 
fection grades for diamonds, to be re- 
spectively, “flawless”; “v.v.s.” (very, very 
slightly pique), “v.s.,” and “imperfect.” 

Both conclaves agreed to accept the 
definition for cameos worked out by the 
National Association of Better Business 
Bureaus and the Gemological Institute. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1940 








The recommendation is that if cameos 
are cut from genuine gem materials it is 
advisable to describe them as_ stone 
cameos; if from shell, as shell cameos; 
if from coral as coral cameos, etc.; if 
from synthetic stones, they should be 
described as synthetic cameos. When 
molded or pressed they should be de- 
scribed as such. 

The advertising committees urged that 
the Institute continue and extend the 
sales helps, including radio, direct mail 
material, newspaper mats and booklets, 


JOHN KENNARD, 
of Hodgson, Kennard 
& Co., Boston, who 
heads the interna- 
tional committee of 
the American Gem 
Society. 





suggesting that the services of an adver- 
tising agency to prepare such material 
might be desirable. It was also recom- 
mended that more newspaper advertising 
mats for small space be made available, 
since the cost of the larger advertise- 
ments is prohibitive to many jewelers 
who might be able to use smaller ones. 

It was also urged that the society con- 
tinue and enlarge its work of preparing 
lecture material for members and en- 
courage members to engage in this form 
of activity. 

The Eastern wholesalers’ committee 
confined its report to asking for sugges- 
tions as to how wholesalers could help in 
the furtherance of the gemological move- 
ment. 

The conclaves agreed that there should 
be a new list of eligible firms. Members 
are to submit names of prospects for 
membership. 

Both conclaves enjoyed splendid edu- 
cational sessions which were followed 
with undivided attention by all attending. 
While a spirit of friendliness and co- 
operative help was evident, social attrac- 
tions were not allowed to interfere with 
the business at hand. 

Robert Ship'ey, executive director of 
A.G.S. and president of G.I.A.; Robert 
M. Shipley, Jr., director of education 
and research, and Dr. Wigglesworth, 
contributed greatly to the success of both 
assemblies. Others who instructed at 
Chicago were H. Paul Juergens, C.G., 
of Juergens & Anderson Co., Chicago, 
who conducted all sessions; Chester B. 
Slawson, Ph.D.; and Hans J. Bagge, C.G. 

Carleton Broer, of Broer-Freeman Co., 
Toledo, Ohio, chairman of the Central Di- 
vision’s educational and conclave com- 
mittees, and C. I. Josephson, Moline, IIL, 
chairman of the national committee, 
A.G.S., were responsible in great degree 
for the success of the Chicago conference. 

The “open house,” which is always a 
popular feature of the Chicago conclave, 
was again held on Monday evening, 
March 4, when Chicago jewelers and 
their wives had the opportunity to be- 
come acquainted with the work, and to 
view the displays. 

Mr. Kennard, Dr. Samuel G. Gordon, 
of the Academy of Natural Sciences, 
Philadelphia, and William Foshag, Ph.D., 
of the National Museum, helped present 
the educational material at the Newark 
assembly. 
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RETAIL JEWELRY SALES MAP FOR MARCH |, 1940 


INSUFFICIENT DATA 





Lew accompanying map shows in per cent how independent jewelry store sales during February, 1940, 

compared with business done in February, 1939. On the basis of reports from 831 stores in 33 states, 
the amount of business done in February, 1940, was 12.6 per cent greater than that of February, 1939, 
alihough seasonally off 8.6 per cent from the preceding month. 

THE JEWELERS' CIRCULAR-KEYSTONE'S ndex of Jewelry Store Sales for the second month of 1940 
stands at 99.9, compared with 87.3 for February, 1939; 87.6 for February, 1938, and 95.1 for February, !937. 
February's jewelry sales performance rounded out an entire year during which each month's sales 
exceeded the sales of the same month of the previous year. 

Oregon jewelers are back at their usual place at the top of the list, with a gain of 29.4 per cent 
in February sales, over the scm3 month of 1939. Nebraska's activity was next best, among the reporting 
states, with a gain of 26.1, followed by Missouri, Georgia, Kansas and Wisconsin, with gains of 
23.5 per cent, 23 per cent, 22.1 per cent and 20.5 per cent, respectively. 

Only two of the reporting states averaged smaller jewelry store sales than February, 1939. These 
were Okiahoma and Arkansas, with losses of 5 and 8 per cent from last year. A third Southwestern 
state, Texas, averaged |.! larger sales. 

February jewelry store sales gains are shown in per cent for the following cities, in comparison 
with the same month of last year: Chicago, 7.1; Los Angeles, 25.8; Portland, Ore., 29.7; St. Louis, 24.1; 
San Francisco, 29.2, and Seattle, 22.4. This information is compiled by the Current Statistical Service 
of the Bureau of the Census, Washington, D. C. 
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New York State Legislature Except for the unflagging efforts of the 
Jewelers’ Committee, through its coun- 


Kills Factors’ Act Amendment sels, Richard C. Murphy, secretary, and 
Which Imperiled Jewelers Henry L. Sperling, the amendment 
would have passed, for it was intro- 
As this issue was going to press on duced and sponsored by some of the 
March 26 it was learned by telephone most influential state legislators. 
that the New York State Assembly in This is the second year that the 
Albany had killed, by a vote of 64 to 63, jewelry trade has had to wage such a 
the Reoux Bill, the intent of which was battle in the legislative halls to protect 
to amend the Factors Act, which would its interest against the efforts of the 
have given pawnbrokers a distinct ad- pawnbrokers. The proposed amend- 
vantage at the expense of the jewelry ment would have given pawnbrokers 
industry. full title to merchandise which had been 
The matter was hotly contested for passed into their hands by agents of 
months, even until the matter was jewelers who had appropriated jewelry 
brought to a vote on the Assembly floor. to their own use. 
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—JEWELERS— 


THE BRAXTON BELT 


with the double comfort fea- 
ture is the only belt of its 
kind in the world. Price $21.00 
per dozen. 




















Promote new business—make 
new customers—sell the 
BRAXTON at $3.00 each on 
thirty days’ trial to convince 
men of the wonderful advan- 
tages over a flat belt. 


Onallworn 
belts returned 
by your custo- 
mers you will re- 
ceive credit in full. 
Nationally advertised. 





Heavy Sterling Silver Tongue Buckles, as- 
sorted shields for monogramming. Price 
$30.00 per dozen. 





Cavalier Sterling Silver and Gold Filled, 
Buckle and Tie Chain Sets matched in fine 
metal gift boxes. $21.00 to $36.00 per dozen 
set. 


_ Elgin’s Earnings 


| tional Watch 
| statement to shareholders. This is equal 


Reflect 35 Per Cent 


Increase in Sales 


Net profits of $1,214,501 for the year 
1939 were reported by the Elgin Na- 
Co., in its 75th annual 


to $3.03 per share, as compared with 
$1.71 per share earned in the previous 
year and reflects a 35 per cent increase 
in business. 

The balance sheet shows current lia- 
bilities of $1,150,749 against current 
assets totaling $10,897,075. These include 
inventories totaling $3,711,200, which for 
the second succeeding year represent a 
sharp reduction. 

Dividends paid in cash during 1939 


| totaled $800,000 and added another year 


to the company’s record of payment 


| which, with but three exceptions, has 


been unbroken in 61 years since 1879. 
A total of $414,501 was carried to sur- 
plus. 

An optimistic outlook for the company 
for 1940 is indicated by T. Albert Potter, 
president, in his annual message _ to 
shareholders. Sales for the first two 
months, he reports, have exceeded esti- 
mates so that deliveries at present are 
somewhat behind schedule. 

“Our inventories have been reduced 
largely by accelerated production time 
in manufacture, and without in any way 
jeopardizing our supply of raw mate- 


rials,’ he told his shareholders. “These 
we have accumulated as_ protection 
against manufacturing schedules and 


since Elgin is equipped to create and 
manufacture every part in its own plant, 
European conditions can in no way cur- 
tail our operations.” 

The report was issued in souvenir 
form in commemoration of Elgin’s dia- 
mond anniversary and for the first time 
in the company’s history was distributed 
to all employes as well as shareholders. 
In addition to material usually incor- 
porated in an annual statement, it con- 
tains considerable general data concern- 
ing the company and its employes, 
breaking down the balance sheet in terms 
of the individual worker. 

This reveals that the company has an 
investment in net assets of $5,514 for 
each of its 2,539 employes. Its total 
payroll costs for 1939 were $3,678,902, of 
which $3,085,736 represented payroll 
proper, $323 020 vacation and wage bo- 
nuses and $270.145 company payments 
to future benefits for employees. 

The employe service record is also 
portrayed graphically, showing that 96 
per cent of all Elgin workers are Ameri- 
can-born and all are United States 
citizens. More than 50 per cent have 
been employed by the company for 10 
years or more and nearly 20 per cent 
have worked for Elgin 25 years or more. 

In its 75-year history, the report 
shows, Elgin has sold a total of more 
than 39,000,000 watches, of which it is 





THIS IS NOT A CAKE OF ICE 


Largest topaz crystal in the world is this 596. 
pound specimen—over two feet long, almost 
two feet wide and more than a foot and g 
half high—placed on exhibition April | by 
the American Museum of Natural History 
New York. Found in Minas Geraes, Brazil, it 
dwarfs the 153-pound topaz crystal recently 
acquired by the Smithsonian Institution and 
the 225-pound crystal that is Harvard's pride. 
Left to right, Dr. Herbert P. Whitlock, curator 
of minerals and gems; Wayne M. Faunce 
vice-director of the museum, and Dr. Fred. 
erick Pough, assistant curator of mineralogy, 


Gunderson Glass Works, 
Successors to Pairpoint Corp., 
Steadily Increases Production 


New Beprorp, Mass.—The Gunderson 
Glass Works, Inc., which was formed last 
October to succeed the Pairpoint Cor- 
poration of New Bedford, Mass., manu- 
facturers of fine glass for many years, 
has been enjoying steady production, 
with upwards of 100 glass blowers, cut- 
ters and others employed. While the 
major part of the production at the 
present time is taken up by a group of 
wholesalers, any item in the old Pairpoint 
line is available for reproduction or 
matching on special order. 

Thomas A. Tripp, for many years 
superintendent of the Pairpoint works 
is president; Isaac N. Babitt, New Bed- 
ford businessman, is treasurer and gen- 
eral manager; Robert M. Gunderson, 
long identified with the production of 
Pairpoint glass, is works manager, and 
Floyd F. Cary is designer. 





Philadelphia Horos Cheer 
Prospect of Watchmaker Law 


Puimaperpita — United support of 
watchmakers throughout Pennsylvania is 
necessary for passage in 1941 of the 
proposed state watchmakers’ licensing 
bill, the Horological Guild of Philadel- 
phia was told at a dinner meeting 
March 12. 

Approximately 85 members of the 
craft from Philadelphia and vicinity at- 
tended the dinner, at which George 
Niesslien, of Pittsburgh, president of the 
Pennsylvania MHorological Association, 
and J. Phillip Sommer, also of Pitts- 
burgh, state secretary, were present. 

Mr. Sommer said that Pennsylvania 


Our representative will call on you if 
territory is covered. Samples will con- 
vince you what great values are, at the 


prices quoted. 
Traveling salesmen, some ter- 


now has watchmakers’ in __ eight 
counties fully organized and_ requests 
from groups in seven more counties for 
help in organizing. 

Bartley J. Doyle told the diners that 


estimated 50 per cent are still in active 
service. 


Greenberg B-R's Canadian Manager 


NOTICE: ritory still open. 
Queen City Buckle Mfg. Co. 


TEMPLE BAR BUILDING 
CINCINNATI, OHIO 











Toronto, Can.—Benjamin Greenberg 
recently assumed the management of the 
Canadian branch for Bruner-Ritter, Inc., 
manufacturers of watch attachments, and 
will have his office at 9 Richmond St., E., 
this city. 


98 





only they themselves can relieve objec- 
tionable conditions in their own field. 

H. R. Pedrick, retiring president of 
the Guild, was toastmaster. Robert J. 
McConway, incoming president, pledged 
to carry on the guild’s policies. 
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Wholesalers May Get Relief 
From Wage-Hour Restrictions 
After Hearings Starting April 10 


Wasurncton — Pending in Congress 
are several bills designed to exempt em- 
ployes of wholesale distributors from the 
maximum hour and overtime wage pro- 
visions of the Fair Labor Standards Act. 
None stand a chance of being acted upon 
favorably at this session. 

Coupled with a reluctance on the part 
of Administration lieutenants to open 
the law for amendments, is a disposition 
by Wage-Hour Administrator Philip B. 
Fleming to head off as much opposition 
as possible by indicating an intent to re- 
lax administrative interpretations of the 
law. . 

In general, Colonel Fleming since being 
named to succeed Elmer F. Andrews, 
former wage-hour administrator, has 
been slow to embark on a program of 
relief via administrative changes. More 
recently, however, he has announced 
hearings, starting April 10 in Washing- 
ton, to solicit testimony from wholesale 
groups which have asked that he re-de- 
fine the terms “bona fide executive, ad- 
ministrative, professional,” and “outside 
salesman capacity,” as applied to the 
wholesale distributive trades. 

Section 13 (a) (1) of the Fair Labor 
Standards Act exempts from the mini- 
mum wage and maximum hour provisi- 
sions “any empioye employed in a bona 
fide executive, administrative, profes- 
sional or local retailing capacity, or in 
the capacity of outside salesman (as 
such terms are defined and delimited by 
the Administrator) . . .” ‘These terms 
were defined by Administrator Andrews 
on Oct. 20, 1938, and petitioning groups 
have more recently filed protests against 
the definitions. 

Agitation for exemption for wholesale 
employes stems largely from the exemp- 
tion which the law gives retail distribu- 
tors, the major part (51 per cent or 
more) of whose business is in intrastate 
commerce. 

The law contains no such specific ex- 
emption for employes of wholesale estab- 
lishments; and subsequent interpreta- 
tions issued by the Wage and Hour 
Division have tended to broaden the 
law’s coverage of wholesale employes. 
Even wholesalers doing an exclusively 
intrastate business have been told that 
the safe policy is to comply with the law 
on the ground that the purchase of goods 
by the wholesaler in interstate commerce 
would be sufficient to invoke the Inter- 
state Commerce clause of the Constitu- 
tion, giving the Federal Government 
jurisdiction. Presumably, the wage-hour 
law is applicable to a wholesaler even if 
but one or two of his customers are lo- 
cated in an adjoining state. 


New Batteries for Schick 


Stamrorp, Conn.—A 110-volt dry cell 
battery, light enough to carry in your 
pocket, has been developed by Schick 
Dry Shaver, Inc. It will enable users of 
the regular Schick shavers used in home 
and office to take them along on fishing, 
train, plane, camping and boating trips. 

The battery, first of such voltage to 
be developed, is available in three sizes. 
The smallest of the batteries will last twe 
months if used regv’arly every day. 
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The SOUTH AFRICAN 
DIAMOND FIELDS WERE DISCOVERED 
NEAR HOPETOWN /N 1/867, WHEN A CHILD 
PICKED UP A STONE WEIGHING 213% CARATS, 
WHICH WAS SOLD IN THE ROUGH FOR #2,500... 








Whi 





GPU “Wie istanp or 2eBiRGET - 
SO") MA IN THE RED SEA HAS BEEN — 








THE PRINCIPAL SOURCE OF 
THE PERIDOT SINCE 
ANCIENT TIMES ... 








The WELCOME NUGGET-- 
LARGEST RECORDED PIECE OF 
GOLD EVER FOUND WEIGHED 
2195 TROY OUNCES AND 
WAS 99 PERCENT PURE... 
( BALLARAT, VICTORIA, AUSTRALIA = 
JUNE H, 1856.) 


ASHIONABLE GENTLEMEN 
OF SHAKESPEARE'S DAY WENT 
IN FOR WEARING EAR-RINGS ... 

















McNeil to Demonstrate Publicity 
On Wide Swing Around Country 


Contacting jewelers at trade conven- 
tions, local group meetings and individu- 
ally, William D. McNeil, executive sec- 
retary of the Jewelry Industry Publicity 
Board, will be traveling during the whole 
month of April, interesting retail jew- 
elers in the powerful scope, achievements 
and plans of this trade-wide method to 
popularize jewelers’ merchandise. 

His tentative itinerary includes Cleve- | 
land on April 1; St. Louis, April 3; the | 
Northwestern regional ANRJA conven-_ | 
tion at Kansas City, April 4 and 5, and 
the Southwestern regional convention, at 
Oklahoma City, Okla., where, on April 9, 
he and June Hamilton Rhodes, publicity 
counsellor, will present a style sym- 
posium. 

Thence on to either Dallas or Mem- 
phis; New Orleans, Atlanta, Knoxville; 
Roanoke, Va., on April 21 to 23, where 
he will be assisted by Paul Monohon, of 
Krementz & Co., in presenting the story 
of publicity to the joint Virginia-North 
Carolina R.J.A. convention; later to 
Charleston, Savannah, Jacksonville for 
group meetings, and the Florida R.J.A. 
convention at Miami, April 28 to 30, with 
stops at Richmond, Washington and 
Baltimore on his return to New York. 
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Bulova Quarter Profit Is $776,913 


last month. 


profit and loss revealed a gross profit, 
excluding depreciation, of $2,167,915 and 





of $1,246,239. 


depreciation and taxes. 





Bowler & Burdick Co. Sold 


in bankruptcy. 





Net profit of the Bulova Watch Co. 
and subsidiary companies for the final 
quarter of 1939 totaled $776,913, after 
the deduction of $238,100 for deprecia- 
tion and taxes, the company announced 


The consolidated statement of income, 


expenses of $936,357, resulting in a profit 
from operations of $1,231,557; income 
credits of $14,682, and a gross income 


After income charges of $231,225, a 
profit of $1,015,014 was reported, before 


CieveLaANp—At public auction, March 
5, A. E. Sipe, former Buffalo jeweler, 
purchased the assets and good will of 
the Bowler & Burdick Co. jewelry store 
according to Carl D. Friebolin, referee 


Fifteen thousand seven hundred dol- 
lars was the price Mr. Sipe paid for all 
assets except jewelry on which the Capi- 
tal Bank had a lien. This was purchased 
by the Lewis Jewelry Co. of Cleveland. 








New Diamond 
Shipment Here 


at a time when fine diamonds 
are scarce. It contains: 
FINE FULL CUT MELEES 
FINE BAGUETTES 
FINE SQUARES 


We offer careful service, and 
remind you of our great stock 


of Finest Matched Pairs and 
Gem Diamonds 


The Prices are right 


A D Leveridge. 


607 Fifth Ave. 


New York 





The New 


A D Lereridge. 


Millimeter Gauge 
and Weight Estimator 














Howard Carpenter 
Reelected President 
Of Board of Trade 


Howard L. Carpenter, sage of the 
jewelry trade, was reelected to the 
presidency of the Jewelers Board of 
‘Trade, at a meeting of the board of di- 
rectors, on Feb. 23, at Providence. Mr. 
Carpenter, one of the leaders in the 
jewelry industry, is a former president 
of the National Wholesale Jewelers As- 
sociation, and has been most active in 
cementing wholesaler - retailer relation- 
ships. He heads the Albert Walker Co., 
of Providence. 

Elected to serve with him were Lester 
F. Morse, of the Gorham Mfg. Co., first 
vice-president; Jared E. Allen, of Onei- 
da, Ltd., second vice-president; Horace 
M. Peck, secretary-treasurer, and Rob- 
ert C. Knox, assistant secretary-trea- 
surer. Royal J. Gregg, of Ostby & Bar- 
ton Co., was named to the executive 
committee. 

The new directors, who will serve 
three-year terms, are: Edgar E. Baker, 
W. R. Cobb Co., Providence; John M. 
Biggins, Elgin National Watch Co., 
Elgin, Ill.; Mr. Carpenter; E. H. Cum- 
mings, Jr., General Chain Co., North 
Attleboro; Edgar M. Docherty, William 
C. Greene Co., Providence; Joseph Fin- 
berg, Finberg Mfg. Co. Attleboro, 
Mass.; Arthur Kaplan, Louis Stern Co., 
Providence; Herbert I. Ollendorf, Ollen- 
dorff Watch Co., New York; Vincent 
Sorrentino, Uncas Mfg. Co., Providence; 
and George L. Stringer, International 
Silver Co., Meriden, Conn. 








s 
W. R. COBB CO. « 
101 Sabin Street, 
Providence, R. I. 
New York Salesroom: 320 Fifth Avenue 
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Other directors, who continue to Sery 
are: Mr. Allen; Alexander E. Arnstein’ 
Arnstein Bros. New York; Earl H. 
Ashiey, E. H. Ashley & Co., Providence. 
Lawrence E. Baer, Swank Products 
Inc., Attleboro; Sidney Y. Ball, ‘The 
Ball Co., Chicago; Frederick A. Balloy 
Jr, B. A. Ballou & Co. Providence, 
Frank M. Child, A. T. Wall Co. Proyi, 
dence; A. A. Faatz, Krementz & Co 
Newark; L. W. Gibbons, Fulmer & Gib. 
bons, Philadelphia; Mr. Gregg, George 
A. Ingleby, Hadley Co., Providence: 
Henry Jacobson, Jacobson Bros. New 
York; E. W. MacdAllister, Harvey & 
Otis, Providence; Mr. Morse; Frank J 
Ryder, Walter E. Hayward Co., Attle- 
boro; W. Waters Schwab, J. R. Wood 
& Sons, Inc. New York; Russel G 
Scott, Reed & Barton Corp., Taunton, 
Mass.; Archibald Silverman, Silverman 
Bros., Providence, and Lester S. Wall 
R. Blackinton & Co., North Attleboro, 

A mere indication of the extent of the 
activities of the large force at work in 
the headquarters of the reporting de- 
partment at 22 W. 48th St., New York 
and at the other offices in Chicago, 
Providence and San Francisco, is the 
announcement that more than 23,000 
changes were made last year in revisin 
the records for the confidential Refer- 
ence Book, the “bible” to all in the trade 
who extend credit. Jewelry firms in al] 
classifications, in 6,476 cities and towns, 
are listed. 

In his annual report Secretary Peck 
said that 51,756 inquiries were received 
from members last year, and 41,783 
_ and inspected reports were writ- 
en. 


Bradley's Broadcast April 24 


Preorta, Irt.—The Bradley School of 
Horology will present its annual broad- 
cast April 24 from 11:30 p. m. to 12:30 
a. m., Central Time, over station WMBD, 
1440 kilocycles. 

This program is an annual greeting to 
Bradley’s thousands of graduates 
throughout the nation. 

The program will consist of musical 
selections by the Bradley 60-piece band, 
and orchestral and vocal selections by 
Bradley students. Frederic R. Hamil- 
ton, president of Bradley College, Dean 
George J. Wild, and members of the 
faculty will extend greetings to their 
former students. 

Dean Wild states that the response 
from Bradley alumni after last year’s 
broadcast was gratifying, and the school 
would again appreciate having a card 
or letter after the broadcast this year. 


Calling Dr. Kildare! 


“Who’s got troubles?” asks Larry 
Lasner, of the Lasner Jewelry Corp, 
New York jewelry manufacturers. 

While vacationing up North, during 
the early part of February, Larry sus- 
tained bad sprains of his legs when the 
toboggan on which he was riding crash- 
ed, full speed, into a boat on the ice. He 
put up his feet to break the shock of 
the collision. He was still confined to 
bed late last month. 

While Lasner was convalescing Isadore 
Kleiner was supposed to take out the 
line of merchandise, but Kleiner de- 
veloped a throat infection and was laid 
up for two weeks. He recovered and 
was going to go back on the job on Mon- 
day morning, March 18, when at 6 a. m. 
he was rushed to the hospital for an 
emergency appendectomy. a 
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Horological Association of Virginia 


APRIL 
4-5 Northwestern regional convention of Hotel President 
A.N.R.J.A. 
7-8 Horological Association of Nebraska Hotel Clark 
7-8 Nebraska R.J.A. convention Hotel Clark 
7-9 Southwestern regional convention of Hotel Skirvin 
A.N.R.J.A. 
7-9 New Mexico R.J.A. convention Hotel Skirvin 
14-15 South Carolina, R.J.A. Convention 
14-16 Michigan R.J.A. convention Hotel Rowe 
16-17. Arkansas R.J.A. convention 
21-23 Virginia and North Carolina R.J.A. 
convention 
21-23 New Jersey R.J.A. convention Hotel Traymore 
24 Massachusetts - Rhode Island R.J.A. Parker House 
convention 
28-30 Florida R.J.A. convention Columbus Hotel 
30-May | Illinois R.J.A. convention Hotel Sherman 
MAY 
5-6 Maryland, Delaware-District of Co- Hotel Mayflower 
lumbia convention 
5-6 Tennessee Watchmakers and Jewel- 
ers convention 
5-7 United Horological Association con- Hotel Cleveland 
vention 
5-7 Wisconsin R.J.A. convention Hotel Raulf 
19-20 Horological Institute of America 


Monticello Hotel 


CALENDAR OF COMING EVENTS 


Kansas City, Mo. 


Hastings, Nebr. 
Hastings, Nebr. 


Oklahoma City, Okla. 
Oklahoma City, Okla. 


Columbia, S. C. 
Grand Rapids 
Little Rock 
Roanoke, Va. 


Atlantic City 
Boston 


Miami 
Chicago 


Washington 
Knoxville, Tenn. 
Cleveland, O. 
Oshkosh 


Washington, D. C. 
Norfolk, Va. 





27-28 New York State R.J.A. convention 


ciation convention 
16-17. Missouri R.J.A. convention 
23-25 Indiana R.J.A. convention 
26-28 New Hampshire R.J.A. convention 


22-26 New York Lamp Show 
29-August 9 Chicago Gift Show 


12-13. Texas R.J.A. convention 
19-23 New York - Philadelphia Gift Show 


joint trade show 





Hotel Saranac 


JUNE 


13-15 National Wholesale Jewelers’ Asso- Edgewater Beach Hotel 


South Shore Inn 
Wentworth-by-the-Sea 


JULY 


Hotel New Yorker New York 
Palmer House Chicago 
AUGUST 
Buccaneer Hotel Galveston 
Hotel Benj. Franklin Philadelphia 
New York 


26-30 ANRJA & NACJ conventions and Waldorf-Astoria 


Saranac Lake 


Chicago, Ill. 


Columbia, Mo. 
Lake Wawasee 








Rhode Island Manufacturers 
Protest Homework'' Methods 
Elsewhere for Cheap Jewelry 


Provwence — Charging that Rhode 
Island jewelry manufacturers have suf- 
fered for years as a result of the prac- 
tice of sending out “homework” in New 
York City by firms there, an appeal has 
been made to the Rhode Island State 
Labor Department to champion their 
cause, Edward O. Otis, Jr., executive 
secretary of the New England Manu- 
facturing Jewelers & Silversmiths Asso- 
ciation, announced last month. 

Homework is prohibited in Rhode 
Island and many firms, especially those 
in the syndicate field, have been forced 
to discontinue lines which have met with 
intense competition from the New York 
field, Mr. Otis said. State Labor Direc- 
tor Harvey Saul has taken the matter 
up with New York State labor officials 
and an investigation is under way there 
now by New York wage-hour law men. 

When a piece of jewelry can be as- 
sembled with relatively simple manual 
operations, certain New York manufac- 
turers of cheap jewelry give the work to 
contractors, Mr. Otis said. The contrac- 
tors deliver the work to persons, usually 
women, in their homes and collect it at 
regular intervals. Thus, the amount of 
pay for the work is small, the contrac- 
tors have only the expense of their auto- 
mobiles and the finished work is delivered 
to firms which have made virtuaily no 
outlay for plant, equipment or overhead. 
The cost of labor constitutes a relatively 
large proportion of all manufacturing 
costs in this state. 
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Oneida, Ltd., Reports Net Profit 
Of $621,966 for Fiscal Year, 
Reflecting Increased Sales 


Onema, N. Y.—Oneida, Ltd., makers 
of silverware, reports for the fiscal year 
ended Jan. 31, 1940, a net profit of 
$621,966 after depreciation, taxes, for- 
eign exchange adjustment, bonus to 
employes, inventory reserve and loss on 
property abandoned. 

After dividends on 7 per cent cumula- 
tive participating preferred stock (par 
$25) this was equal to $2.27 a share on 
198,160 shares of common stock (par 
$12.50), excluding 7,120 treasury shares. 
Common dividends of 10 per cent ($1.25 
a share) were paid, including an extra 
dividend of 4 per cent. 

This compares with net profit of $413,- 
275 or $1.21 a share on common stock in 
the preceding year. 

Current assets as of Jan. 31, 1940, in- 
cluding $688,876 cash, amounted to $4,- 
421,080, and current liabilities were 
$630,436, compared with cash of $654,054, 
current assets of $3,943,358 and cur- 
rent liabilities of $328,998 at the end of 
preceding year. Inventories after reserve 
of $90,000 were $2,286,707 against $2,- 
456,478. 


Chapin & O'Brien Continues 
Worcester, Mass.—Annie L. O’Brien 
is continuing the business of Chapin & 
O’Brien, “The Wedding Gift Store of 
Worcester,” since the death, on Oct. 16, 
of Arthur B. Chapin. The name, which 
has been employed since the partnership 
was formed by the deceased and Mrs. 
O’Brien in 1912, will be continued. 
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GET THIS 


IMPRESSIVE SAMPLE BOOK OF 
SOCIAL ENGRAVING FOR 
YOUR STORE. 


FREE! 


AT ONCE 






PLASTIC 
BOUND 





COVERED 
IN GOLD 
CLOTH 





Your store, or department, can en- 
joy the prestige and liberal profits, 
which result from sales of Fine 
Engraving. 

Will Ecker & Co., the House of Fine 
Craftsmanship, is offering a most 
complete and decidedly impressive 
sample book of 


WEDDING STATIONERY 
ANNOUNCEMENTS, CARDS, ETC. 


Over a quarter century of experi- 
ence and specialization is reflected 
in this beautiful book. The new 
simplified system of prices is just 
what retail dealers have been hoping 
for for years. 


Prices carry the full dealer’s dis- 
count. And, you will receive valu- 
able selling and advertising sugges- 
tions that will help you get the 
business . . . and hold it. 

No obligations. No charge. Send 
for this fine Sample Book now... 
it will help you win the patronage 
of the important and socially promi- 
nent people of your city. Write 
today. Dealer-ships will be limited. 


WILL ECKER & CO. 





MANUFACTURERS OF 
FINE ENGRAVED STATIONERY 


414 NORTH 12th BLVD. 
ST. LOUIS, MO. 














This ornament is one of 
many items in our line, including 
initialed brooches, bracelets, tie 
clasps and other novelties. Our 
initialed brooches are a particu- 
larly suitable Mother’s Day Gift. 
The entire line is styled to please 
the most discriminating. 


Send for illustrations—or our 
representative will gladly call, 


lapel 


DeLuxe Marcasite 


Inc. 
New York City 


Jewelry, 
106 Fulton Street 








$1000.00 


IS A LOT OF 
MONEY! 


Many policyholders of this 
Company have saved over 
$1,000.00 on the cost of 


their Fire Insurance. 


You, too, should be taking 
advantage of the saving we 
offer. ... Remember, you do 
not sacrifice on the quality 
of protection when you in- 


sure with this, YOUR OWN 
COMPANY. 


Write today for full particulars. 


Zoe 1. tT oO OR A LE 


SWELERS 
Buel WA 


INSURANCE COMPANY 


FIRE 


JEWELERS INSURANCE BUILDING 
NEENAH, WISCONSIN 

















| 
| 
} 
| 
| 
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Success Assured 
For Merged 


Jewelry Shows 


When the proposal to merge the an- 
nual shows of the American National 
Retail Jewelers Association and the Na- 
tional Association of Credit Jewelers 
was first suggested, there was some ques- 
tion in the minds of a few people in the 
industry as to whether a jointly-spon- 
sored show of this nature would prove 
successful in attracting enough exhibitors 
to compensate the sponsoring associa- 
tions for giving up their individual ex- 
hibitions. 

We are happy to report that these 
fears seem to have been unfounded. At 
the time of going to press with this 
issue, only a little more than a month 
after final arrangements were concluded 
and allotments of space to exhibitors 
began, Secretary Charles T. Evans, of 
ANRJA, reports that more than 100 ex- 
hibitors have definitely contracted’ for 
space at the jointly-sponsored show, 
which is very nearly as many as had 
space on the ballroom floor at the Wal- 
dorf-Astoria, last year. The space that 
will be occupied by these exhibitors who 
have already contracted amounts to ap- 
proximately 95 per cent of the total 
available on the main ballroom floor. 

With five months still to go before the 
convention opens, it is almost a certainty 
that the problem will be one of accom- 
modating all who wish to exhibit with 
satisfactory facilities, rather than one 
of finding buyers, for the space at the 
association’s disposal. 

It is evident that manufacturers and 
wholesalers are doing their part to make 
the consolidated show the unqualified suc- 
cess that they promised it would be, and 
with the attraction of an even bigger and 
more comprehensive show of jewelers’ 
merchandise, combined with the outstand- 
ing convention speakers and programs 
which both the NACJ and ANRJA have 
promised, retailers will undoubtedly also 
do their share by attending in larger 
numbers than ever. 

Jewevers’ Crrcurar- Keystone again 
congratulates all three parties to the 
arrangement on the working out of so 
happy a solution to their joint problem— 
the American National Retail Jewelers 
Association, the National Association of 
Credit Jewelers and the exhibitors. 


Jewelry Publicity Board 
Promotes Father's Day Jewelry 


An excellent example of the alertness 
with which the Jewelry Industry Pub- 
licity Board takes advantage of every 
opportunity to stimulate sales of Jewel- 
ers’ merchandise was shown in an excel- 
lent stunt carried out by that organiza- 
tion at its offices in New York on March 
20 and 21. 

To secure the cooperation of the news- 
papers in publicizing jewelry for men 
as appropriate gifts for Father’s Day, 
Mrs. June Hamilton Rhodes, publicity 
counsellor for the board, assembled from 
leading manufacturers of men’s jewelry, 
watches, etc., a wide assortment of sam- 
ples of their newest and most attractive 
items, attractively packaged, and a dis- 
play of them was set up in Mrs. Rhodes’ 
reception room. Fashion editors, wo- 
men’s page editors, merchandise report- 
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ers and others from the daily papers anq 
trade press were then invited to view 
this advance showing of the new goods 
Members of Mrs. Rhodes’ staff were on 
hand to point out and discuss the goods 
exhibited, and cocktails and sandwiches 
were served. 

A large number of the press attended 
and went away with a clear and fayoy. 
able mental picture of the many attrac- 
tive gifts for men to be found in jewelry 
stores. Undoubtedly a substantial amount 
of favorable publicity in the fashion and 
women’s pages will result with a cor. 
respondingly good effect to jewelers, 

Enterprising jewelers have found that 
they can cash in very effectively upon 
such publicity by clipping descriptions 
and pictures of such merchandise from 
the papers when they appear, making 
enlarged photographic reproductions of 
the clippings and mounting them in their 
windows with an accompanying display 
of the items illustrated and described. 





New Jersey Convention Set 


Artantic Crry, N. J.—The 31st annual 
convention of the New Jersey R. J. A. 
will be held at the Hotel Traymore, here, 
April 21 to 23, with William Schoppy, of 
this place, past president, as chairman of 
the general committee on arrangements, 
Serving with him are William Baird, 
Jersey City; Henry Gelula, Atlantic 
City ; Joseph Imbelloni, West New York; 
Arthur Reichel, Union City, and Ber- 
trond Weber, Ridgewood. 


Two Reasons to Celebrate 


Brivcerort, Conn.—March 31 was a 
doubly - important day to William C. 
Hawley, president of the Davis & 
Hawley Co., for it was not only his 
birthday but the occasion of his 50th 
anniversary of his connection with the 
store. This company was founded in 
1838—102 years ago. 





Double Your 


Bridal Business 


Make Your Store Bridal Headquarters 


Low price on the authoritative book of 
bridal etiquette—adds prestige—builds 
business—endorsed by jewelers, ready- 
to-wear and department stores, libra- 
ries, colleges, newspapers. 






Answers 1,000 questions: 
Rings, bridal gowns, 
gifts, flowers, ceremony, 
guests, clothes, diagrams, 
lists, 90-day calendar, 
gift record, 96 pages il- 
lustrated. 





Uno to Flan a 


BEAUTIFUL 
WEDDING 


By SALLIE NEWTON 


earreen 0 n emems 6 CQUETTE 





















$40 per 100 
For 2%-10 days, net 30 
further — Order NOW 
information get your share 





of “How to 
Plan a Beautiful 
Wedding”’ 
address 


Sallie Newton 
6317 Willow St. 


of business 
1,400,000 brides 





New Orleans, La. 
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MODERNIZATIONS AND REMOVALS | AN 
ALL YEAR ’ROUND 








Name and address 7 Feature . Manase GIFT 
Inc., 382 Main St., Buffalo, N. Y.. Modernizing gar N. Bloc 

Gages He schaltne, acer : peed wee New location Cc. H. Schaffner 

as, tee hee : mere : es vs ney se rae ne Willi M. Savitt 

san ng Am Se, HAN Caan New ont Ls Mowe 

Delmar James, Montezuma, Ia. ery OC eat location Delmar James _ 

ra es oa . noes ere foctearee A New location Hugo Haucke | 4 

Rudolph ee oe — _— Leipnpapnsane: Enlarged Gilbert Devendorf 

Richmond Jewad. vated wep Desrenneceey sous New location Herbert M. Richmond 

Fengton gg Bg tipi i location Arthur A. Fairbanks 


ington St., Jn@ianapolie, ING... 2. ccccvicecs 











Fenberg er Co., 519 Locust St., Des New — Louis Fenberg | 
Moines, Serer oo sett eeeees 
Mohiman aed Store, 309 4th St. Logans-y.4 iocation Louis Mohlman 
1) Oe O00) Ce 
Kuechier’s Jewelry Store, California & Main 
Min, Stockton, Calif... 206. s ccs ccscesvces Will rebuila S. BE. Edises 
illiam Williams, 236 F St., Eureka, Calif... 2 William Williamc 
a. H. North, 113 N. Main St, Black. -2"ser store William Williams 
well, Okla. 2... cece cree cere ese csrecveeces M toi ry 
Morrison Jewelry Store, Hays, Kan.......... ope oe C. H. North 
United Jewelers, 807 K _ St., Sacramento, 
(0) GRRE icra Circe izi 
Pease’s. Bozeman, Mont............eeeeeeees ——— Weer Sena 
James D. Poole, 406 D St., Marysville, Calif... New location J. D. Poole 
Iagge Jewelry Shop, Saint Joseph, Mich...... Doubling space Edwin Iagge 
Rygh Jewelry Shop, Glenwood, Minn......... Modernized 
Richter’s Jewelry Co., 160 E. Flagler St., 
Miami, MIL? > Sra Tans hisae: ares he Gc ali sa kt sat ee Lode store q ; hs 
ALF Steinhoefel, 16 W. 8th St., Chattanooga,Moce™ S*° oa | tS RENE. 
ate . ‘is .* 111 We Capitol ‘a .° i tie location A. F. Steinhoefel : : 2 
eebey S, ” . > re., altt 
Rock, Serre ee ee rr ee re eer Te Remodeled } INTERCHANGEABLE 
Gordon Jewelry Co., Tyler, Texas Seid ena ee New location Morris Gordon | 
Shaw Jewelry Co., 1613-15 Main St., Dallas, MINIATURE 
, — - re ‘ss err 4 = : ; “ ‘ < ae . ‘o --- Taking new store tens Brecht 
‘ox’s Jewelry Store, st St., Corbin, Ky... New location enry Cox 
Charlotte rd Co., 103 W. Trade St., L I c E N Ss E P L AT E 
SUN, WE icc cmmuteiere near eeuaeeKes New location 
Fischer Co., 8 W 8th St., Chattanooga, Tenn... New location T. H. McClure AND ee Tas 


Linz Jewelry Co., 1608 Main St., Dallas, 


ME Tico ts: wi day etnaaaieaeaesaoay kaeed New location ON A FORSTNER KEY RING 


Newton Jewelry Co., Graham, Texas......... Remodeled George Newton 





NEW RETAIL JEWELRY ENTERPRISES 














Name and address Manager or Owner 

Ray’s, Inc., 632 Landis Ave., Vineland, N. J............. 
Enterprise Stores, Inc., 209-211 Main St., Brockton, Mass. 
Paul F. Kloppenburg, 304 E. Monroe St., Springfield, Il].. Paul F. Kloppenburg It is a real thrill for anyone to get his 
Veur Lang. St. Paul St., Rochester, N. Y......cccscces Victor Lang } . | d di 
a ~ Jewelers, 6504% Hollywood Bivd., Holywood, . | own auto license exactly reproduced in 

| RS ee ee eee eer rire ee farry R. Rivkin oni in. umber is 
Hoyt Jewelry Store, 430 S. Myrtle Ave., Monrovia, Cal... A. B. Hoyt & Jess Sutton | eee —? key chain. N . 
George M. Priest, McPherson, Kan..........esceceeeee George M. Priest easily changed when necessary. Any 
ose Jewelry Co., 17700 Grand River Ave., Detroit, Mich.. Emil Rose : 
A. M. Giese, 213 Front St., Beaver Dam, Wis............4 A. M. Giese | name or design can be engraved on the 
Doris Jewelry Co., Inc., 913% Broad St., Augusta. Ga....Thomas P. & Edwin J. Doris | back of this all-metal holder. 
Oak Cliff Jewelry Co., 226 W. Jefferson, Dallas, Texas... 
oo ie WN, SPUR, TOMOR,S 6c 6 ccs ccecwbncnsevseesns Cc. W. Varner 
moose Jewelry Co., Meridian, MiIGG.. 0.6 cccccsvcssccccees Albert S. Rosenberg | Sold Right 


Rogers Jewelry Store, 320 High St., Morgantown, W. Va.. Charles King 


— —— —— Se WS oe Ses wase cor eere 
sams Jewelry Co., Columbus, Migs... ...cccccccscceee Dexter Higgins 
The Gold Shop, 3809 Main St., Houston, Texas......... Mrs. Alice EL. Nelson | Over the Counter 
Strauss-Stallings Jewelry Store, Jackson, Miss.......... | 
Rothman & Giddan, 722 Locust St., St. Louis, Mo........ Ben Rothman & Harry Giddan | — Available in — 
Gem Jewelry Co., Inc., 1014 3rd St., Alexandria, La...... H. Fleckman | 
Pass Jewelry Co., Aranas Pass, TexaS..........eeeeeee. F. W. Elliott e ° 
Nickel Silver 


Smith Jewelry Co., 217 Pleasant St., Malden, Mass...... 
Abelson’s, Inc., 422 Washington St., Hoboken, N. J....... 


Sterling Silver 
14 Karat Gold 




















C. H. Granger Is President president and treasurer; Edward T. 
Carmody, secretary; M. M. Abbott, as- 
Of Ingersoll-Waterbury Co. sistant treasurer, and E. N. Barnum, 
Wartersury, Conn. —C. H. Granger, assistant secretary. 
formerly vice-president and with the In- The company reported excellent sales (ee) 
gersoll-W i progress during 1940. January sales INC 
-Waterbury Co. for 27 years, was : ' 
recently elected ident of the , were reported 48 per cent ahead of 
20 y . a Prescens © e Company January, 1939. Part of this increase was MANUFACTURER 
a cceed James R. Sheldon, who was attributed to the reception accorded 236 West 55th St. 
a candidate for re-election on ac- Ingersoll’s new sweep-second pocket and New York Cit 
a of other business interests. Other wrist watches, although other models in Y 
olicers elected were A. B. Carver, chair- the line also show substantial increases | te Gunatns GUO-AIELA. OUTLAY SS. 
man of the board; George H. Close, vice- over last year. peli eae nt Bs 
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BEAD SPECIALIST 
All Kinds of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City 








SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 











Grarr, WaAsSHBOURNE & DuNN 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
NEW YORK 

















“ORIENTA” 
COLTURED PEARLS 
of QUALITY 


Leys Yhriil. Yo 


STREET “NEW YORK 








STOP WATCHES 


Low-Priced Line. 

7 Jewels — Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-4 


BRENET WATCH CO. 





266 W. 40th St., New York 











IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 








87 Nassau St.. N. Y. BArclay 7-7245 





Contracts e Receipt Books, etc. 
Samples Sent FREE 


§. J. SURNAMER CO.—370-7th Ave., N.Y. 








ENCRUSTERS | 


STONE RINGS ENGRAVED 
@ CRESTS @ DRILLERS 
@ COATS-OF-ARMS e@ GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Bstimates furnished without obligation 
BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. ¥. 























Whitelaw Brothers 


DIAMONDS 


48 West 48th St., New York, N. Y. 


OE AP AP ae 














q The Acon Watch Crown Co. has moved 
from 83 to 94 Canal St. 

q Oppenheimer Bros., pearls, precious 
stones and jewelry, have moved to room 
603, at 655 Fifth Ave. 

q Moris Landau, formerly president of 
the Superb Diamond Cutting Corp., is 
now importing and cutting diamonds 
under his own name at 580 5th Ave. 

q Moore & Son, Inc., ring and jewelry 
manufacturers, last month moved into 
larger quarters at 9-11 Franklin St., 
Newark. 

4q George M. Hoeing is now visiting the 
trade in the middle west for Max Koenig 
& Sons, diamond importers and cutters, 
576 5th Ave. 

q Ben DeFrece Bernstein, president of 
the DeFrece Watch Co., Inc., 48 W. 48th 
St., has legally changed his name to Ben 
De Frece. 

q In line with its expanded sales pro- 
gram, Shick Dry Shaver, Inc., has an- 
nounced the appointment of L. Luria & 
Son, Inc., large wholesale house at 160 
5th Ave., as a distributor. 

q The Hotel Taft Jewelry Shop has mod- 
ernized and enlarged its location in the 
lobby of the 7th Ave. hotel. The stock 
was also enlarged. Joseph Weisner is 
manager. 

q Daniel Shiman, of the Shiman Mfg. 
Co., Newark, and Mrs. Shiman, sailed 
March 21, aboard the Coamo, for a 16- 
day vacation cruise to Porto Rico and 
the Virgin Islands. 

q Irving Schiff announces that after May 
1 he will continue in the wholesale distri- 
bution of watch cases and will be located 
at the same address as heretofore at 65 
Nassau St. 

q Aaron S. Freudman, of H. & M. 
Freudman, 86 Rue Du Pelican, Antwerp, 
is now representing his firm in rough and 
industrial diamonds in the United States, 
with headquarters at 580 5th Ave. 

q George T. Crawford, former secretary 
and treasurer of Frederick Keim & Co., 
is now in business manufacturing and 
repairing fine diamond jewelry at 25 W. 
45th St. 

4 Irving Koenig, of the firm of Max 
Koenig & Sons, 576 5th Ave., flew on the 
Clipper from Baltimore, on March 9, 
bound for Europe. Conditions permit- 
ting, Mr. Koenig will remain in Belgium 
until Christmas. 

q The annual public exhibition of stu- 
dents’ work in jewelry design will be 
held April 10 and 11 from 7 to 9 p.m., at 
the Mechanics Institute, 20 W. 44th St., 
where jewelry designing classes are 
taught by Christian A. Jakobb. 

q Joseph C. Goodman, head of the firm 
of Louis Manheimer & Bros.. Inc., 20 
W. 47th St., watch wholesalers, an- 
nounced that on May 1 they will occupy 
more modern and attractive quarters at 
608 5th Ave. 

q William Helbein, president of Helbros 
Watch Co., 6 W. 48th St., flew from 
LaGuardia field, Sunday, March 31, 
aboard the Pan-American Clipper, to 
visit his factory in Bienne, Switzerland. 
He expects to return home May 15. 

q The business which was known as and 
run by the late Adolph Rosenberg for 45 
vears has been changed to Adolph 
Rosenberg & Son, Inc., with Leslie 
Rosenberg, son of the founder, president 
and Alan A. Woodruff, secretary. The 
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policy of manufacturing for direct gales 
to retail stores will be continued, 

q After 16 years at its present location 
20 W. 47th St., the New Haven Clock 
Co. is moving into more modern offices 
on the seventh floor of 10 Rockefeller 
Plaza. Modernistic office furniture wij 
be used. Edward Stevens, vice-president 
is in charge of the combined sales and 
export offices. 

q Prince Gardner, the manufacturers of 
the nationally known Invisible Stitch 
billfolds, and other small leather goods, 
are now in their new offices at 359: 5th 
Ave. W. A. Butler, manager, has ex- 
tended an invitation to the trade to come 
in and see the newest methods of dis- 
playing and presenting fine leather 
goods. 

q The annual beefsteak dinner for mem- 
bers only of the 24-Karat Club will be 
held on Tuesday evening, April 16, at 
the Hotel Warwick. Arrangements are 
in charge of Julius Kaufman, chairman; 
Charles H. Conant and Albert Krolik. 
The date for the annual outing, which 
is usually held late in June, has not been 
set as yet. 

q Application has been made by the 
board of directors for the liquidation of 
the firm of Frederick Keim & Co., Inc., 
25 W. 45th St. The corporation was 
chartered in 1912 and was personally di- 
rected by Frederick Keim until 1924 
when he retired from active participa- 
tion and was succeeded by William F. 
McManus. Mr. McManus directed the 
company for 15 years until his death last 
June, when his son, Warren McManus, 
assumed direction. 

q Norbert Cahn, of Cahn & Kornbrodt, 
was elected to the presidency of the 
Jewelers Fraternal Association, succeed- 
ing Howard H. Hetherington, of Tue 
JeweEvers’ CrrcuLar-KEyYsTONE, at the an- 
nual meeting, held Thursday, March 14, 


Norbert Cahn, newly 
elected president of 
the Jewelers’ Fra- 
ternal Association. 





at 9 Maiden Lane. James Theise was 
elected vice-president and William Un- 
derwood was again named _ secretary- 
treasurer. Those elected to the board of 
governors were: Arthur J. Tuveri and 
George Spellmeyer, for two years; F. 
Norman Ullrich, Louis Federman, Clar- 
ence Horn and Mr. Hetherington for one 
year. Mr. Underwood reported the trea- 
sury in a prosperous condition. 

q Walter Lampl, producer of costume 
and gold jewelry fashions, whose slogan 
is “Creators of the Unusual—as Usual,” 
will be located after May 1 in larger and 
more handsome quarters on the fourth 
floor of 608 5th Ave. Mr. Lamp! started 
at a bench many years ago, designing 
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anufacturing gold and platinum 

Later he went into the creation 
of gold jewelry set with jade and other 
semi-precious stones and finally entered 
the novelty costume jewelry field. 

The Ace Watch Co., watch importers, 
formerly downtown, have taken larger 
quarters in renovated premises at 10 W. 
sith St., which offer offices of ‘smart ap- 
pearance and increased facilities. Those 
with headquarters here are: Al Sturtz, 
Chicago representative ; David Schneider, 
southern representative; J. H. Van Bus- 
kirk, mid-western representative; Max 
Berman and Alex Goldberg, partners, 
and Almin I. Epstein, sales and advertis- 
ing manager. 


and m 
chains. 


Maiden Lane Outing Club 


Will Cut Its Treasury's Melon 

The nest egg of the Maiden Lane Out- 
ing Club’s treasury is so large that the 
members at the 17th annual meeting, 
held March 15, at 9 Maiden Lane, New 
York, decided to scramble it for an ex- 
pense-free party for themselves alone, to 
be held next November. This treasury 
surplus has been accumulating for a 
number of years under the ever-vigilant 
eve of Jerome L. Grant, Swank Prod- 
ucts, Ine, the  secretary-treasurer. 
“Jerry,” who has been filling this job as 


William J. Richards, 

of Ostby & Barton 

Co., Inc., who suc- 

ceeds Jimmy Thiese 

as the Maiden Lane 

Outing Club's presi- 
dent. 


a labor of love looked terribly mortified 
the other day when Al Betz, Ripley & 
Gowen, chairman of the nominating com- 
mittee, hesitated for an embarrassing 
moment when he came to the office of 
secretary-treasurer. Everyone laughed 
heartily when Al explained that he had 
a complete lapse of memory for a second 
and couldn’t remember Jerry’s name, 
even though he knows him like a brother. 
It seemed to be a field day for Grant, 
for, before the meeting got under way, 
he was subjected to some good-natured 
joshing by Ross Donaldson, L.e Stage 
Mfg. Co. 

William J. Richards, Ostby & Barton, 
was advanced to the presidency, succeed- 
ing Jimmy Thiese, Acme Ring Co. Henry 
Green, Freeman-Daughaday Co., who 
was elected vice-president, conducted the 
meeting in the absence of Mr. Richards. 
Norman Ullrich, Morse, Andrews Co., 
chairman of the summer outing commit- 
tee, announced that the affair will again 
be held at the Elks Club, Oakwood 
Heights, Staten Island, on Saturday, 
June 15. 


New York Horos May Change 
Meeting Place to 39th St. 


A vote of the membership of the 
Horological Society of New York showed 
a majority in favor of moving to the 
Engineers’ Building, 29 W. 39th St., 
since it will be more accessible to mem- 
bers than the present meeting room at 
150 W. 85th St. A housewarming cele- 
bration will probably be held when ar- 
Tangements are completed. 
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At the last meeting on March 5 Rochas 


Salomon gave the first half of a lecture | 
on “Prerequisites of Adjusting,” in which | 
he explained the necessary steps to be | 
followed before actually making an ad- | 


justment. He will conclude the lecture 
at the next meeting when he will tackle 
actual problems of adjustment. Mr. 
Salomon, the daddy of the society, whose 


years at the bench are well past the half | 


century mark, also gave his ideas on | 
basic requirements for membership after | 


Paul Hoffman, an officer, expressed the 
desire for more stringent rules for ad- 
mission. Andrew Park, president, gave 
a pleasing report on the recent annual 
banquet. 


Jersey Likely to Pass 


Repairmen's Lien Legislation 


Morristown, N. J.— Louis Haimann, 


this city, chairman of the legislative com- | 


mittee of the New Jersey R.J.A., ex- 
pressed confidence that Assembly Bill 
No. 171, which provides for a_repair- 
man’s lien on watches and jewelry, will 
be passed when it comes up for a vote 
on April 1. Jewelers throughout the 
state had been urged to make their in- 
fluence felt with the legislators in Tren- 
ton, to secure passage of this beneficial 
measure. 

Serving with Mr. Haimann on the legis- 
lative committee were Richard Hart- 
degen and H. Victor Paul, Newark; 
Arthur Reichel, Union City; Bertrond A. 
Weber, Ridgewod ; William Schoppy, At- 
lantic City, and William P. Walsh, 
Passaic. 


Stephen Varni Victim of Accident 


Stephen Varni, gem dealer at 580 
Fifth Ave., New York, who did much to 
popularize gems and minerals through 
lectures and his affiliation with numerous 
mineralogical groups, met a tragic end 
on March 8, when, evidently the victim 
of a diabetic coma, he lost lost control 
of his automobile which veered off a 
ferry slip in Hoboken and sank in about 
30 feet of water. He had been in im- 
paired health since the death of his 24- 
year-old son, Stephen, Jr., four years 
ago. 

Mr. Varni invented the Varni-Star, 
the registered trade name for a kind 
of cutting of topaz, crystal, amethyst, 
onyx and other materials. 

Mr. Varni made 42 ocean crossings 
and accumulated mineral specimens from 
all over the world, many of which were 
for American museums. In love with 


minerals, he delighted in giving lectures | 








which he illustrated with colored slides | 


and gem specimens. Every year he held 
exhibits at Lake Placid, the White Moun- 
tains, Florida and other yesorts. He 
was an active member of the American 
Mineralogical Society and a former vice- 
president of the New York Mineralog- 
ical Society. He also had connections 
with mineral groups in Newark, Phila- 


delphia and Boston, and was active in | 


behalf of the American Museum of Nat- 
ural History. 

Mrs. Varni plans to continue the busi- 
ness. Mr. 





| 
| 


Varni’s mother and father | 


and seven brothers and sisters survive | 


him. 


JOSEPH A. WENZ, 74, who had been 
associated with T. C. Lindsey Co., Day- 
ton, O., jewelers and pawnbrokers, died 


Feb. 19. 
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Manufacturers of y) 
= SCHICKSNAPS 
‘and other Fine Jewelry 

New York Showroom: 347 Fifth Ave. 

_ Providence—Chicago—San Francisco 

_ Factory and Main Office: 
Newark, New Jersey 











“JADE” 
‘The Gem Of Ages”’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE GEMS CO, 


20 West 47th St. New York 








FOR RENT 


GRAND CENTRAL ZONE 


THE ALLIED ARTS BUILDING 


304-320 EAST 45th ST. 


LOFTS “2m 


sq. FEET 
Excellent for Mfg. Jewelers 


HIGH CEILINGS @ HEAVY FLOOR CAPACITY 
100% SPRINKLER @ 24-HOUR SERVICE 
PRESENT TENANTS INCLUDE 


APEX WATCH CASE MFG. CO. 
. F. HIRSCH, INC. 
JAEGER WATCH CO. 


LEVY BROS. MANAGEMENT CORP. 
1440 BROADWAY NEW YORK 
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REVISED 
PRICE LIST 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 


116 NASSAU ST. NEW YORK, N. Y. 


BRORZA set 


write For FULL SIZE, ORIGINAL DESIGNS IN 
ILLUSTRATED COLOR PREPARED FOR YOU FREE 
LITERATURE ALL MAIL ANSWERED SAME DAY 
U. S. BRONZE SIGN CO. 
570 BROADWAY, NEW YORK 


TABLETS 

















IT'S YOURS 
FOR THE ASKING 


Write your jobber for a copy 
of the new 


SANDSTEEL 
MAINSPRING 
CATALOG 
Listing hundreds of new sizes 


for the latest models of Swiss 
and American watches. 


A VALUABLE REFERENCE BOOK 
For Every Horologist 


WATCH-MOTOR 
MAINSPRING CO., Inc. 
145 Hudson St. New York, N. Y. 














FRANK KAUFFMANN 


1485 Third Ave., New York, N. Y. 


IMPORTER 


of world-famous hand-carved 


CUCKO0-CLOCKS 


AND ALL PARTS 
Ask for our latest revised 
price list. 



















send a Sketch or Model 
of your invention for 


. , Ul : X 
copa ZA 
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FREE crecicatt PATENT Autonet 


. S. Pat. Off. records searched 
for ANY Invention or Trade Mark 























LADIES' PLATINUM MOUNTINGS 
Solitaire—Wedding—Star—Sapphire— 
Fancy Shaped Rings 


Gents Gypsy Rings in Plat. and 
Gold for Stars or Diamonds 


JOSEPH A. RICH 
Mfrs. of Platinum & Gold Jewelry 
- 47th St. 


62 W New York City 
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Specializing Traveling and Boudoir Clocks 
Also complete Leather Case Service 
110 West 40th St. a New York 











RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 


18 Crawford St. Newark, N. J. 














DIAMONDS 


Specializing in stones of superior quality. 
Reliable and efficient service. Cutting 
diamonds since 1911. 


Fred. F. Schwartz 
| West 47 St. - ¥.c 

































SOL LASKO PAYS TRIBUTE TO BUSINESS PARTNER 





This pleasant gathering as seen through the camera's eye at the Hotel Riverside Plaza, New 
York, on Feb. 22, attests to the friendly partnership of many years’ standing existing between 
Sol Lasko, of Lasko Strap Co., Jersey City, and Max Gershberg. The occasion was the tenth 
wedding anniversary of Mr. and Mrs. Gershberg, to which Mr. Lasko had invited more than 75 
friends and relatives of both families and the company employees. A testimonial speech by Mr 
Lasko brought a response from Mr. Gershberg, in which they avowed their mutual esteem ond 


friendship. Dancing followed the dinner. 








Associated Credit Jewelers’ 
Banquet Sets New Records 


Two years ago the Associated Credit 
Jewelers of New York and New Jersey 
shifted the scene of their annual winter 
banquet in New York to the Waldorf- 
Astoria to provide more adequate accom- 
modations for the-throng of members 
and guests which this widely known af- 
fair attracts. Judging by the party held 
on Sunday, March 17, the move was 
made none too soon, for 800 turned out 
for the splendid dinner and entertain- 
ment provided. 

Seated at the head table were C. M. 
Bradbury, president of the association; 
M. S. Abelson, chairman of the board of 
governors; Eliot P. Hirshberg, past 
president; William Van Busch, Ben H. 
Natchez, Rowland D. Goodman, vice- 
presidents; Alvin R. Baer, treasurer, and 
William Wagner, executive secretary of 
the association, accompanied by their 
wives. 

Guests of honor included Ralph Hu- 
berman, president of the Philadelphia 
Retail Jewelers Association, accompa- 
nied by Mrs. Huberman, Mr. and Mrs. 
Charles J. Michaels, Hartford, Conn.; 
Mr. and Mrs. Allen J. Michaels, New- 
ark, N. J.; Phineas Peters, chairman of 
the Metropolitan Executive Board, with 
Mrs. Peters, Elmer Hildreth, president 
of the Westchester County Jewelers As- 
sociation, and Mrs. Hildreth, Leo D. 
Kind, chairman of the Trenton Chapter 
of the association; L. J. Rad, president 
of the New Jersey Retail Jewelers Asso- 
ciation, and Mrs. Rad. 

Mr. Bradbury introduced for a bow 
other prominent personages attending 
the banquet, but speeches were taboo, 
the entire evening being given over to 
entertainment and dancing. The latter 
consisted of an eight-act floor show, fol- 
lowing which 47 handsome door prizes 
were drawn for and distributed to the 
lucky winners. Dancing followed until 
the party broke up as Sunday evening 
ebbed into Monday morning. 


Recognize These Watches? 


Nassau County, N. Y., police are try- 
ing to learn the names of the rightful 
owners of some stolen property which 
includes a number of watches in karat 


gold cases which have the following 
scratch numbers: N394075; N263634; 
N395601; 5018-334936 and 89046L-341. 


Any jeweler recognizing these numbers 
should communicate with the authorities. 
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House of Jewels Will Again Be 
Feature of World's Fair 


That the renowned House of Jewels 
which was an outstanding feature of the 
New York World’s Fair in 1939, wil] 
again be an attraction at the Fair during 
the coming season was assured last week 
when Pierre Cartier, as president of the 
House of Jewels, and Kenneth Van Cott, 
as secretary, signed a lease for the re- 
newal of the exhibition. 

The same organization which operated 
efficiently last year in providing a truly 
outstanding display of gems will again 
function, namely the five Fifth Avenue 
houses of Black, Starr & Frost-Gorham, 
Inc., Cartier, Inc., Marcus & Co., Inc, 
Tiffany & Co., Inc., and Udall & Ballou, 
Inc., each of which will show to an ad- 
miring public the finest treasures of their 
magnificent collections. The DeBeers 
Consolidated Mines, Ltd., whose coopera- 
tion was an essential feature of the 
House of Jewels in 1939, likewise will 
again participate on the same grand scale 
with an interesting and dramatic pre- 
sentation of the mining and recovery of 
the gems. 

Last year the House of Jewels was 
thronged by capacity crowds from the 
opening of the Fair to its close and thou- 
sands of would-be spectators had to be 
turned away for lack of time and space 
to accommodate them. 

It can be truly said, therefore, that 
the show is “being held over by popular 
demand,” and it is a safe prediction that 
the unique fascination which fine jewels 
hold for the public will again result in 
capacity crowds throughout the season. 





Schick Names Wholesalers 


Changing the merchandising _ policy 
which it has maintained for the ten years 
of its existence, of selling Schick dry 
shavers direct to retailers, Schick Dry 
Shaver, Inc., is now in the process of 
setting up a selected nationwide group 
of wholesalers to distribute its dry 
shavers, according to announcement by 
Kenneth C. Gifford, general sales man- 
ager. 

The first distributors in the jewelry 
field to be appointed up to March 15 
under the new policy are: 1. Alberts, 
Boston, Mass.; Baldwin-Miller Co., In- 
dianapolis, Ind.; S. H. Clausin & Co., 
Minneapolis, Minn.; L. Luria & Son, 
Inc.. New York, N. Y.; Mayer Bros. 
Seattle, Wash.; E. W. Reynolds, Los 
Angeles, Calif., and Samuel Weinhaus, 
Pittsburgh, Pa. 
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Jewelers and 
Watchmakers 
See Stars 


warfed by mighty Mount 
a observatory, 200 
members of the jewelers’ 
and horological associations 
pose for a picture in which 
they seem almost lost. This 
trip highlighted their joint 
convention. 





California Opens the Convention Season 


San Dieco, Cau.—Both from the point 
of attendance and interest, the joint con- 
vention of the California R.J.A. and the 
Horological Association of California, 
held Feb. 26 to 29, at the U. S. Grant 
Hotel, here, excelled all previous affairs. 
The jewelers registered 215, and the ho- 
rologists 71 members and guests. A splen- 
did social program offered diversion from 
the business sessions. 

George R. Finley, popular jeweler of 
Compton, Cal., was elected to succeed 
Philip H. Cowan, Oakland, Cal., the re- 
tiring president. Those elected to serve 
with him were: Herbert Rappe, Watson- 
ville, vice-president; P. H. Boyson, Long 
Beach, second vice-president; Howard 
Stackpole, San Jose, third vice-president ; 
W. R. Burke, Berkeley, secretary-trea- 
surer; Arthur H. Dibbern, Glendale, 
managing director, and Nate Baranov, 
San Diego; Dave Hall, Turlock, and 
Frank B. Miller, Pomona, directors. Other 
directors who continue to serve are: L. 
A. Durfee, Ventura; G. Fred Fischer, 
Fresno; H. E. Wellman, Alhambra; E. 
A. Grebitus, Sacramento; W. H. Gil- 
christ, Santa Barbara; L. V. Gray, Cul- 
ver City; E. R. Sawyer, Santa Rosa; 
Frank S. Fisher, Riverside; J. McAu- 
liffe, Los Angeles; Robert Strauss, 
Bakersfield; Arthur Glick, Stockton; 
Lou Schlepper, San Francisco; Julius 
Loeb, Oakland; William Stedman, Ful- 
lerton, and Mr. Dibbern. 

The first day was devoted to a golf 
tournament and stag party at the coun- 
try club. The women at the same time 
had a dinner and bingo party at El Cor- 
tez hotel. 

In his opening address on Tuesday, 
President Cowan outlined the progress 
made in the way of beneficial legislation 
in the last couple of years. J. McAuliffe, 
Los Angeles, discussed the matter of 
watchmaker-licensing, and Mrs. Harold 
C. Torbert, former personnel director of 
Macy’s, New York, made some very per- 
tinent remarks on the score of public 
relations. 

After a luncheon the Paramount sound 
picture, “Adventure in Diamonds,” was 
shown. 

J. W. Ware, this city, presented an 
address on “The Gemological Movement 
—How Some Jewelers Use it to Advan- 
tage,” at the next day’s business session. 
Mr. Vondey showed another movie on 
mining in the DeBeers Mines. 

About 200 jewelers and their guests 
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piled into four large busses for a trip 
to the Mt. Palomar observatory. After 
enjoying the scenic beauty from the 
“highway to the stars” all were served a 
tasty box luncheon, a treat of the local 
convention hosts. 

Mr. Dibbern explained the second-hand 
watch law, and Arthur P. Care led a 
symposium on wholesale-retail discus- 
sions at the final business session on 
Thursday morning. The banquet was 
held that evening, and was featured by 
an excellent floor show. 

The Horological association named 
John J. Nooyen, Santa Monica, as presi- 
dent; Everett R. Hintze, San Francisco, 
vice-president for the northern district; 
J. Spurlock, Los Angeles, vice-president 
for the southern district and Roland C. 
Wilson, San Diego, secretary-treasurer. 
A new legislative committee composed of 
Mr. Nooyen, Mr. Wilson and Samuel 
Levin, Los Angeles, was charged with 
the responsibility of preparing the way 
for the introduction of a horology bill 
at the 1941 session of the legislature. 


Houston Area Jewelers 
Hear Everts, Thurber, Slagle, 
Park and Others at Dinner 


Houston, Tex.—An enthusiastic gath- 
ering of Houston and other Texas jewel- 
ers attending a banquet March 5, at the 
Houston club, heard Myron Everts, 
president, and William G. Thurber, 
Providence, R. I., and Robert J. Slagle, 
Houston, vice-presidents of ANRJA; 
Sankey Park, president of the Texas 
R.J.A., and John L. Debrueys, local ad- 
vertising man. Mr. Slagle was _ toast- 
master. 

Mr. Thurber, who is chairman of the 
ANRJA silver committee, discussed the 
silver situation. The ever-growing tax 
burden, and its effect on retailing, jew- 
elry in particular, was the subject of the 
address by Mr. Everts. He advised the 
jewelers to adapt their merchandise 
methods to present-day conditions and 
to stop waiting for the return of the 
large unit sales made in the 20’s. 

Mr. Debrueys, former officer of the 
Houston advertising association, who has 
handled the accounts for the Corrigan 
Jewelry Co., and the J. J. Sweeney Jew- 
elry Co., of this city, told of the need 
for consistent advertising. 
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BABY'S 
SHOES 


preserved 
forever in 


SOLID 
METAL 
By the beau- 


tiful Bron- 
Shoe Process 


the fine qual- 
ity so essen- 
tial in senti- 
mental work 
of this kind. 
Get set for 
Father's Day 
business. 





D. 
display card 


BRON-SHOE co. and informa- 
176 N. High, Columbus, O. tion. 





GOLD 
and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 


Removing of Engravings 


WM. HERTEL & CO., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 
“Over 20 years at the 
same address” 





( Before) 
(After) 








SWISS AND AMERICAN 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 


87 NASSAU ST., NEW YORK, N. Y. 











EACH PIECE A WORK OF ART 
G. WENZ 


48 West 48th St. New York City 


Antique Rings, Bracelets, Clip and 
Flower Brooches 
Enamel Work a Specialty 
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Z IRNK ORS ILTON| 


HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


F. X. ZIRNKILTON  2i¢,34i2t# Six 


PHILADELPHIA 








MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 











Courses for Success for 
Watchmakers 
| Engravers, Jewelers 
Write for free book ‘Your 
| Future and Our School” 
o£ JOHN J. BOWMAN, Director 
Bowman Bldg., Lancaster, Pa. 














ELGIN & BELMAR 


i WATCHES 


BO) G2 bette) LO). 4 ore) 
1015 Chestnut St,, Philadelphia, Pa. 
‘Wholesale Distributorstothe Trade” 








Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 
805 Sansom Street  « Philadelphia 


BYARD F. BROGAN 





| q Nathan Cooper, of 711 








ome College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


S,Broad and Somerset Streets 
PHILADELPHIA, PA. 

















EMPIRE 


SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD—SILVER—PLATINUM 


713 SANSOM ST. 


PHILADELPHIA 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 


From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 

















| broke 
| ered at 8th and Sansom Sts. 


PHILADELPHIA 


Sansom St., 
visited Washington, Baltimore = and 
Richmond, March 12-14. 

q Mackey’s Watch Shop has moved from 
2339 Darby Road, Oakmont, to larger 
quarters at 24 Eagle Road, Oakmont. 

q Charles H. Harrison, of Bailey, Banks 
& Biddle Co., 1218 Chestnut St., returned 
March 11 from a two weeks’ trip to 
Florida. 

q Daub Bros., formerly located at 126 
S. 8th St. took new quarters in the 
House of Milner Building, 728 Sansom 
St., last month. 

q Aisenstein & Gordon, 714 Sansom St., 
last month announced they had been ap- 


pointed distributors for Toastmaster 
products and Ingersoll watches and 
clocks. 


q Fluorescent lighting was installed by 
a number of stores in the Sansom St. 
area last month. Among firms lighting 
their entire store in modern manner was 
Beifeld’s, 135 S. 8th St. 

q Robert J. McConway, H. R. Pedrick 
and A. M. Pfueller were Philadelphia 
watchmakers attending the convention of 
the Horological Association of Pennsyl- 
vania in Harrisburg in March. 

q Ralph Huberman, of 109 S. 11th St., 
returned March 7 from a two and a half 
weeks’ trip to Cuba. He attended a New 
York and New Jersey jewelers’ dinner 
at the Waldorf Hotel, New York. 

q Earl Albright, 717 Sansom St., re- 
turned in March from a trip to Miami 
and Havana. Harry Gordon, 726 San- 
som St., was back at work last month 
after two weeks’ vacation in Florida. 

q Three diamond rings valued at $500 
were stolen from the window of Charles 
M. Loeffler’s jewelry store, 1004 W. 
Girard Ave., March 9, by a thief who 
first hurled a brick through the plate 
glass. 

q William S. Engle, formerly associated 
with Paul Dreher, 717 Sansom St., last 
month entered business for himself, deal- 
ing in diamonds, precious and semi- 
precious stones. He is located at 735 
Sansom St. 

q Michael Ballen, of 732 Sansom St., 
returned March 9 from a two weeks’ va- 
cation in Miami Beach and St. Peters- 
burg. Isaac Shifren, of 734 Sansom St., 
returned March 2 after spending eight 
weeks in Florida. 

q Sansom Street Business Men's Associ- 
ation officials were to meet March 26 
with President Samuel Lashof to plan 
for the organization’s annual dinner in 
April. Approximately 300 are expected 
to attend the dinner. 

q Samuel Lashof, of 7th 
Sts., president of the Sansom 
Business Men’s_ Association, 
March 22 from a two weeks’ 
Venezuela, the Virgin 
West Indies and Cuba. 
q The Empire Smelting Co., located at 
713 Sansom St. for the last 10 years, 
will move into its recently purchased 
building, at 718 Sansom St., April 15. 
The company will occupy the first floor 
and basement of its new quarters and 
will lease other floors. 

q Ten customers, most of them employed 
by Sansom St. jewelry firms, fled from 
the lunchroom of David Saitz when fire 
out there March 2. Crowds gath- 
to watch 


Sansom 
Street 
returned 
cruise to 
Islands, Dutch 


and 
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Saitz and four employees fight the flames 
with buckets of water until firemen 
rived. 

q Wholesale jewelry sales in Eastern 
Pennsylvania, Southern New Jersey and 
Delaware increased 38 per cent in Janu- 
ary over January, 1939, the Philadelphia 
Federal Reserve Bank reported — in 
March. January sales dropped 76 per 
cent from those in December r, 1939, the 
bank said. 

q For the second time in a week, a thief 
smashed a hole in a display window of 
S. Kind & Sons, Chestnut St. at Broad, 
Feb. 18. ‘This time five strap watches 
and two pocket watches valued at $600 
were stolen. On the first occasion a thief 
broke a hole in the Kind “invisible glass” 
window and stole jewelry valued at $500, 
q W. Merritt Hurlburt, of H. O. Hurl- 
burt & Sons, 817 Chestnut St., and Mrs, 
Hurlburt returned March 16 from a 
month’s stay in Nassau. Also returning 
on that date were David Gersh and 
David Goldstein, who spent three weeks 
in Florida. and Miss Hilda Barhydt, 
who spent two weeks in the southern 
state. 

q Leven & Son, 8th & Sansom Sts., last 
month completed a four-foot gold trophy 
to be presented to the winner of. the 
American Legion Junior Baseball Cham- 
pionship in Pennsylvania. The trophy, 
valued by the Leven firm at $500, was 
donated by Connie Mack, president of 
the Philadelphia Athletics, and will be 
put in play for the first time this year. 

q Robert J. McConway will be elected 
new president of the Philadelphia Horo- 
logical Guild, April 2. He was _ nomi- 
nated without opposition March 5 with 
the following officers: H. R. Pedrick, 
retiring president, as first vice-president; 
H. C. Holt, second vice-president, and 
Kenneth Warner,  secretary-treasurer. 
Trustees and the executive board were 
re-nominated. 

q Charged with the attempted robbery 
of a tray of diamonds from the House of 
Milner, 728 Sansom St., the accused 
failed to show up at a_ police hearing 
in City Hall March 18. Josef Milner 
told authorities the man lifted the dia- 
mond tray from a_ show case, but 
dumped it in an umbrella stand and fled 
when he saw his act was detected. Mr. 
Milner and Fred Weisberg appeared at 
the hearing. 

q Herbert Windt, head of the jewelry 
department of S. Kind & Sons, Chestnut 
St. at Broad, left March 15 for a trip 
to Florida. Herbert Wendler, head of 
the silverware department, returned 
early in March after a tour through the 
South with his family. Nathan Fisher 
joined the silver department late in Feb- 
ruary. Samuel Kind is to leave in April 
for an extensive trip through the West. 
He will return in May. Oscar Kind, Jr., 
attended the gemological meeting in 
Newark, March 10-12. 
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SAVE ON . 
Swiss and American 


GENUINE WATCH MATERIALS 


LOWEST PRICES & 
PROMPT SERVICE 


WRITE FOR CATALOG 
CENTRAL WATCH MATERIALS & 
SUPPLY INC. 


134 S. 8th Street Philadelphia, Pa. 
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The A. & F. Mfg. Co. has been incor- 
orated for the manufacture of jewelry 


by Anthony Grilli, Henry A. Policelli 
and Frank D*Abbroaccio. 

Fashion Jewelry Co. has been incor- 
porated here for the manufacture of 
jewelry and novelties by Harry J. Rubin, 
Robert S. Ortoleva and David Charnock. 
qA wholesale and retail jewelry store, 
| upien-Jewelers, Inc., has been incor- 
porated in Pawtucket by Daniel Jacobs, 
Priscilla H. Durfee and Helen D. Ben- 


nett. ; 
I. Irving has resigned as controller of 


Dritz-Traum Co., Ine., of New York 
to become manager of the Providence 
works of Cohn & Rosenberger, Inc., 


makers of Coro jewelry. 

4 Edward 0. Otis, Jr., executive secre- 
tary of the New England Mfg. Jewelers 
& Silversmiths Association, was  princi- 
pal speaker at a meeting of the Women’s 
Advertising Club of Providence. 

q Samuel A. Kapstein, well known in 
the imitation stone field, has joined the 
sales staff of the Newth Rubber Co., 
which has opened a factory in Barring- 
ton, R. I., making rubber molds for 
jewelry castings. 

q Cohn & Rosenberger, Inc., has applied 
for registration of the trademark 
“Glamor,” covering pins, clips, brooches, 
lockets, earrings, chains, buckles, hair 
ornaments and the like, with claim for 
use since January, 1940. 

q More than 800 persons attended the 
second annual industrial party of Cohn 
& Rosenberger, Inc., Feb. 26. At a ban- 
auet of the committee jerseys were pre- 
sented to the company basketball team 
hy Gerald Rosenberger. 

q Lewis Chilson, partner in the J. M. 
Fisher Co., Attleboro, Mass., underwent 
a painful operation in early February, 
from which he is making a satisfactory 
recovery. His many friends in the trade 
look forward to seeing him in his usual 
haunts soon. 

q Plans have been announced for the 
removal of Theodore W. Foster & Bros. 
Co, makers of toilet wares, compacts 
and lipstick containers, to the building 
owned by the Leach Machinery Co., at 
387 Charles St. The Foster concern had 
done business in its present location, 100 
Richmond St., since 1894. Officials ex- 
pect that the removal operations will be 
completed by June 1. 

q Kotler & Kopit, Inc., located for years 
on Eddy St., Providence, have moved to 
extensive quarters in the building at 50 
Church St., Pawtucket, R. I., where they 
have probably the largest jewelry manu- 
facturing plant in the industry located 
on one floor. The trade's acceptance of 
this firm's line of jewelry and compacts 
has made this move, which is in the 
interest of better service, possible. They 
exvect to augment their present lines. 
q Silverman Bros., jewelry manufac- 
turers, have filed an application for the 
trademark “MonoScript,” covering jew- 
elry for personal wear or adornment, not 
including watches. The application, 
which lists a claim for use since Febru- 
ary, 19°9, includes such items as neck 
and key chains, lockets, pendants, 
charms, men’s jewelry, compacts and 
cigarette cases, made either in whole or 
in part of precious metal, or plated with 
precious metal. 
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350 Honor "Archy" Silverman 
On 60th Birthday; Philanthropist 
Founds Fund for Refugee Synagogue 


Provipenc:—More than 350 civie lead- 
ers, state and city officials, clergymen 
and personal friends paid tribute to 
Archibald Silverman, prominent jewelry 
manufacturer, philanthropist and Jewish 
leader, at a dinner marking his 60th 
birthday, March 4. 

“Archy,” as he is familiarly known, is 
one of the most popular of jewelry 
manufacturers and formerly was_presi- 
dent of the New England Manufacturing 
Jewelers & Silversmiths Association. 

Mr. Silverman was presented with a 
silver document case and a large check, 
which at his request will serve as a 
nucleus of a fund to provide a syna- 
gogue for impoverished Jewish refugees 
at some place in Palestine. Another 


check, to be used for the same purpose, | 


was donated by John and Charles Sil- 
verman, brothers and business associates 
of Mr. Silverman. 

Benjamin Brier, of the Brier Mfg. Co., 
served as the chairman of the committee 
which arranged the dinner. Other jew- 
elry men who served on the committee 
were as follows: Charles Brier, Brier 
Mfg. Co.; Joseph Finberg, Finberg Mfg. 
Co., Attleboro; Jules P. Goldstein, Gold- 
stein Poland Co.; Maurice J. Karpeles, 
Karpeles Co.; Leonard Levin, Leonard 
I evin Co.; Samuel M. Magid, Brier Mfg. 
Co.; Willard A. Ormsbee, president of 
the NEMJ&SA, Taunton Pearl Works; 
Edward QO. Otis, Jr., executive secretary 
NEMJ&SA; Horace M. Peck, Jewelers 
Board of Trade; George Samdperil, N. 
EK. Metal Co.; William A. Shawcross, 
Monroe Block Co.; Vincent Sorrentino, 
State Director of Social Welfare, Uncas 
Mfe. Co., and Albert Weiner, Albert 
Mfg. Co. 


New England Manufacturers 
Heading Over the Top 
In Their Jewelry Publicity Quota 


Provivence, R. I.—There is every in- 
dication that the New England manufac- 


turers will again go over the top in their | 


drive for funds for the Jewelry Industry 
Publicity Board, Last month the Publicity 
Board office in New York reported the 
receipt of $5,293 from the New England 
manufacturers towards their quota of 
$6.000 for the year. 

Energetic Arthur Kaplan, of Louis 
Stern Co., this city, who heads the New 
England Manufacturing Jewelers and 
Silversmiths’ committee, with 13 new sub- 
scribers this year will probably realize 
his avowed intention to make the collec- 
tions $1,000 or $1,500 over the quota. In 
each of the past three years this ener- 
getic group has attained its quota. Its 
efforts should be a challenge to all 
branches of the trade, especially the re- 
tail, to really “ring the bell” for once 
with a grand total of $50,000 for jewelry 
publicity for the year. 


Stone dealers in Germany must regis- 
ter stocks with the Reich Control 
Board. 
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| “SUPER-SERVICE” 
ROLLING MILLS 


Pit 


| reduce production costs to meet 





present day competition. 

We manufacture a complete 
line for hand, belt or electric 
motor drive. 


WRITE FOR 
FOLDERS | 


Buffalo Machine 


Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 
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terling Ch in Mlustrated Catalog on request 
250 WELLS. MFG. CO., ATTLEBORO, MASS. 
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22 Patterns Sterling Silver 
ANCHESTER 
SILVER COMPANY 
Providence Rhode Island 














REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S$. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 





GOLD ond SILVER PLATING 


Hollowware °° _ flat silver 
Removing of Engravings 
A FINER GRADE OF WORK WITH MODERN METHODS 
SYRACUSE SILVER COMPANY 
Silversmiths & Platers 
107 N. FRANKLIN ST. SYRACUSE, N. Y. 
All Mail Answered Same Day 





A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 


The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 239 W. 39th St. 
Philadelphia, Pa. New York, N.Y. 




















You’re in Luck 
if you 
FEATURE 
Engel Merchandise 
as your Spring 
SALES STIMULATORS 
A selection of proven 


sellers will gladly be 


sent upon request. 





BALTIMORE, MD. 
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ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY e@ 

5 HOPKINS PLACE, BALTIMORE, MD. 














ANNOUNCING 
OUR APPOINTMENT 
AS AUTHORIZED DISTRIBUTORS 
OF 


TELECHRON 


SELF STARTING ELECTRIC 


CLOCKS 


WE ARE READY TO SERVE YOU 
WITH A COMPLETE STOCK 


tl 





i a 
WHOLESALE JEWELERS 


IMPORTERS OF 
EASTON WATCHES 
BALTIMORE & LIBERTY STS. 

BALTIMORE, MD. 
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q M. Greenebaum & Sons, 2200 E. Monu- 


| ment St., Baltimore, are remodeling the 


establishment. 


| q Allan’s Credit Jewelers have opened a 


store in Durham, N. C., in the building 
formerly conducted by Mr. Wesser. 
q Sam Lakein, of 5400 Harford Road, 


| has returned with his wife from a va- 


cation trip to Florida. 


| @. A.C. Beckwith, chairman of the board 
| of the Hamilton Watch Co., was a recent 


| visitor in 


Atlanta. 

q Draper Overall opened his new jew- 
elry store in Martin, Tenn., with a re- 
ception the night of March 11. 

q Braun’s has opened a new store next 


| door to the Century Theatre on Lexing- 


ton St., Baltimore, the parent establish- 
ment being at 538 Gay St. 

q Max Spear, who spent some time in 
California, has returned to Baltimore 
and is renewing acquaintances with his 
many friends in the trade. 

q Sterchi’s, 316 Union St., Nashville, 
Tenn., prominent in the retail furniture 
trade for 52 years, has added a jewelry 
department. 

q Arthur Land has arranged to open a 
jewelry store at Fredericksburg, Va., 
under the name of Jewel Box. Mr. Land 
is a cousin of L.. Snyder, who operates 
the Jewel Box at Staunton, Va. 

q Friends of Benson Freeman, Jr., with 


| the Myron EK. Freeman and Bro. Co., 


Atlanta, will be sorry to learn that he 
has been a patient in Emory University 
Hospital for several weeks. 

q Window smashers secured 15 watches 
and other merchandise out of the display 
window of the Denny Jewelry Co.’s store 
in Wilson, N. C., on March 10. The mer- 
chandise was valued at around $1,000. 
q The Lexington, N. C., jewelry store 
known as Sheets Jewelry Co., established 
in 1895 by the late Albert E. Sheets, has 
been purchased by J. P. Costner. The 
store is manager by Mrs. Costner. 


| q.H. J. Schwarz, president of the Balti- 
| more Jewelers’ Association, spent several 


weeks at Aiken, N. C., supervising, ap- 
plauding and otherwise lending his moral 
support to the Baltimore Oriole baseball 


| team. 


q Macon Brock, proprietor of Brock’s, 


| Inc.. Rome, Ga., and president of the 
Georgia R.J.A., is recovering from a 


serious attack of pneumonia, and has re- 


| cently been taken home from the hos- 


pital. 
q Ned Cohen, who operates the Jewel 


| Box in Greenville, S. C., has made a size- 


able addition to the store, which has 


| also been modernized and now is to be 
| counted among the most attractive es- 
| tablishments in its line in the Palmetto 


State. 
q The Horological Association of Vir- 


| ginia will hold its first annual meeting, 


Sunday, May 26, at the Monticello Hotel, 
Norfolk, Va. A meeting of officers and 
directors will be held at 1 p.m. and the 
general meeting at 2 p.m. Watchmakers, 
engravers and jewelers will be welcome. 
q Making the most of the proverbial ill 
wind, the Savannah store of Maier & 
Berkele, Inc., at 113 Bull St., recently 
put a placard in a window smashed by 
the high wind, announcing that the glass 


had been broken by “reverberations” 
from the unusual values in silverware 
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which had been on display at the time! 
It helped to sell the merchandise, too! 

q Miss Florence Paul, daughter of J. 
M. Paul, who is engaged in the jewelry 
business at Highlandtown, an eastern 
suburb of Baltimore, was married to 
Wilton Howard, associated with Mr. 
Paul in business, on Sunday, March 10, 
After a reception attended by 250 or 
more guests, Mr. and Mrs. Howard left 
on a Florida honeymoon. 

q Jay Engel, head of the J. Engel & Co, 
Baltimore, has so far recovered from an 
automobile accident in which he received 
injuries which for a time threatened seri- 
ous, if not fatal, results, as to be able to 
start for Florida March 20 to complete 
his convalescence. Mr. Engel had only a 
sore wrist to remind him of the accident, 
He was run into by a truck while driy- 
ing in North Carolina. 

q An ordinance has been passed by the 
Bradenton, Fla., City Council fixing a 
license fee of $1000 to conduct a jewelry 
auction sale. The ordinance fixes a time 
limit of six months between each auc- 
tion; provides that a jewelry auction 
may not be conducted for more than 15 
days and sets penalties for violation of 
a fine of $300, imprisonment for 60 days, 
or both. 

q Columbus, Ga., has been restrained 
from collecting its new chain store li- 
cense tax in an order issued by Superior 
Court Judge C. F. McLaughlin. The new 
ordinance, passed after a former ordi- 
nance was declared “confiscatory” and 
“unconstitutional” by the state Supreme 
Court, ranges from $25 to $400 per store, 
depending upon the number of units in 
the national chain. 

q Validity of the North Carolina license 
fee of $250 on any person, firm or cor- 
poration not licensed as a merchant who 
displays samples for sale in a hotel room 
or elsewhere has been upheld by the 
North Carolina State Supreme Court. 
Attorneys for Best & Co., New York 
firm which contested the act, have an- 
nounced that they will carry the case to 
the United States Supreme Court. 

q Baltimore jewelers welcomed a nun- 
ber of visitors from points in the South 
last month, including Alvin Baum and 
Phil Tishman, of Baum’s at Richmond, 
Va.; Seymour Gray, of Kosch’s at Spar- 
tanburg, S. C.; Ward Hauger, of the 
D. T. Little Jewelry Co., of Cumberland, 
Md.; Adolf Kingoff, and Mrs. Kingoff, 
of Danville, Va.; Victor Heiner, of 
Kingoff’s, at Roanoke, Va., and Mrs. 
Heiner. 

q Dr. Francis Anscombe, of Salem Col- 
lege, addressed the annual banquet of 
the Winston-Salem District Guild of the 
North Carolina Watchmakers and Jew- 
elers Association. Carey B. Taylor was 
toastmaster. The following were in- 
stalled: Robert H. Day, president; W. 
K. Kahn, vice-president; J. L. Solomon, 
secretary-treasurer, and D. G. Under- 
wood, W. E. Lineback, J. Kelly Nance, 
William Scholtes, John C. Eagle, O. A. 
Davis and W. L. Hamilton. 

4 A gem museun, the first of its kind 
to be established in the Southeast, has 
been opened by the Withers Gem & 
Mining Corp., at 228 Peachtree Arcade, 
Atlanta, Gilbert W. Withers, president. 
Behind the display room is a completely 
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Above, the first-floor facade of Cooper's 
new store at 327 High St., Portsmouth, 
Va., is Virginia green stone, trimmed with 
stainless steel. The lobby has a terrazzo 
floor, and the store is air-conditioned. 


Right, the 19x 113 foot first floor has 
fluorescent-lighted natural maple fix- 
tures, indirect center lights and flush 
holophane lights on the sides. Walls are 
pastel pink and the ceiling flat white. 


equipped lapidary shop. In addition to 
lapidary supplies, the company will han- 
dle a complete line of precious and semi- 
precious stones. The company owns or 
has under lease mining properties in 
Georgia and North Carolina. 

q Officers and committees of the Mary- 
land-District of Columbia and Delaware 
Jewelers’ Association met at the Lord 
Baltimore Hotel in Baltimore the night 
of March 18 to make arrangements for 
the annual session of the organization, 
to be held at the Mayflower Hotel in 
Washington, May 5 and 6. Arthur J. 
Sundlum, of Washington, the president, 
occupied the chair. There was a good 
attendance from Baltimore, with Wash- 
ington represented by a delegation of 
ten and Wilmington by a party of 
eleven. 

q Baltimore jewelers, both wholesale and 
retail, report that business in March 
continued to hold up in a gratifying 
manner, and that the buying was on an 
impressive scale, with collections showing 
further improvement. The pace then set 
is being maintained, with indications of 
further gains in volume, and_ with 
watches being in especially good demand. 
Jewelry also was met with a ready buy- 
ing response, with lockets still going big, 
and with bib-type necklaces also popular. 
The new designs were found to be very 
attractive and to permit of impressive 
displays. All in all, the jewelers of the 
city had ample reason to be delighted 
with the results achieved. 





Tennessee Watchmakers & Jewelers 
To Meet in Knoxville, May 5-7 


Knoxvitte, Tenn.—The annual con- 
vention of the Tennessee Watchmakers 
& Jewelers Association will be held at 
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Cooper's Has 
Streamlined Store 


In Portsmouth, Va. 





the Andrew Johnson Hotel, here, May 5, 
6 and 7. 

An exceptionally interesting program 
of papers and discussions has been ar- 
ranged under the leadership of Conven- 
tion Chairman B. A. Ruwe and a large 
attendance is expected. 

The Tennessee association, it will be 
remembered, is one which invites manu- 
facturers of watches, watch materials, 
jewelry, etc., to display their wares at 
the convention without cost of any kind. 
Booth space is supplied without charge 
by the association to manufacturers 
wishing to exhibit and there is no solici- 
tation for contributions, program “ad- 
vertising,” or any other requests for 
handouts. 

The Tennessee association stands en- 
tirely on its own feet, being wholly 
supported by the dues and contributions 
of its own active members, and is doing 
an excellent job for the betterment of 
the trade in the state. 

The president is T. O. Pearson, of 
Memphis; Ralph F. Langreck, Nash- 
ville, is secretary and treasurer, and the 


ZIRCON 
RING 





Genuine Zircon, Blue or White, 
set in an attractive new 1/4 Kt. 
Gold Mounting. 


TO RETAIL FOR $9.75 


MORRIS KAYSEN CO. 
Manufacturing Jewelers 
740 Sansom St., Philadelphia 


Chicago Rep.: C. R. Drucker 
29 E. Madison St. 








Our New Location 
21 West Baltimore Street 


MAX KOHNER 


Wholesale Jewelers 
Baltimore, Maryland 
Distributors of Standard Lines 
ESTABLISHED 1885 











four district vice-presidents are: John B. 
Varallo, Nashville; Geo. R. Harding, 
Chattanooga; J. M. Tindell, Knoxville, 
and J. D. MeQuirter, Memphis. 


Six New C. G.'s 


Los Ancetes—The Gemological Insti- 
tute of America has awarded the title of 
Certified Gemologist to the following 
during the last four months: Robert 
Auger, Constant J. Auger, San Fran- 
cisco; Alex H. Bockstruck, H. Bock- 
struck Co., St. Paul; Beverly Brachlow, 
J. B. Hudson Co., Minneapolis; Frank 
M. Libbey, Smith Patterson Co., Boston; 
C. H. Terstegen, Brock and Co., Los 
Angeles, and Lieut. D. H. Wilson, San 
Diego. 
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ATTENTION — 
JEWELERS OF VA. and N. C. 


As you know your Convention is 
to be held in Roanoke on April 
21, 22 & 23. 
We take this opportunity to in- 
vite you to pay us a visit while 
in our city. 


FISHER’S SUPPLY HOUSE 


411 First St. S.W. Roanoke, Va. 











#7. G. Schult; Company 


—BETTER STERLING HOLLOWWARE— 
TRADE 


= 


423 E. Lombard St. 





Baltimore, Md. 











4614YJ—I4K. Yel. 


e A 461442YJ—I4K. Yel. 
4615PJ—10% Ir. Plat. e 
. Net $3.50 461542PS—10% Ir. Plat. 
1/5 to 5/8 Ct Net $24.50 


LET US MOUNT YOUR DIAMOND 
In this benwiitel Sts. 
DIAMOND SET 
D AND JEWELRY REPAIRING 
SPEC NED DING RINGS AND MOUNTINGS 
Send for our latest catalog 


QUAST & OLSEN 
5 So. Wabash Ave., Chicago, Ill. 








If you want a Complete Catalog of 


€) FULLERS FINDINGS 


to assist and enable you to 

ORDER FROM YOUR JOBBER 
Write Geo. H. Fuller & Son Co. 
29 £€. Madison St., Chicago, III. 














BEAD 
MESH BAGS 
BAGS Repaired 
senietindl i —— 
enalre i ‘ee eline 
Renaired | Repaired Replated 
Relined 





SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 














Whlch Case Fepaning 
OUR WORK COSTS NO MORE THAN 
ORDINARY WORK fe) 
BECKER-HECK! 
29 E. Madison St. 


DIAMOND CUTTING 


Re-Cutting Price, Net—Special 
Veg and '/, Carat $5 5g and 3%, Carat $9 


¥g and '/, Carat 7 Vg and | Carat 10 
Removing Chips $1.50 to $3.00 


IMPORTERS OF DIAMONDS 
Send for a Selection 


STEIN & ELLBOGEN COMPANY 


55 East Washington Street, Chicago, Illinois 


CHICAGO, ILL. 














Your JOBBER HAs 


NEWALL 
“Quality Findings” (CC 


The Newall Mfg. Co. - Chicago 








| q Norman 


Boosel, 80, father of Ben 
Boosel, Chicago manager for Bruner- 


| Ritter, Inc., died March 5. 


q Sigmund Gottlieb, Frederick Gottlieb 
& Co., is spending several weeks in Cali- 
fornia after a sightseeing trip through 
the South and West. 

q B. C. Allen of Benj. Allen & Co., ac- 
companied by Mrs. Allen, visited friends 
in New York last month and later spent 
ten days in Atlantic City over Easter. 
q Mrs. Henry Schwartz, wife of Henry 
Schwartz, of Henry Schwartz & Son, and 


mother of Meyer Schwartz, diamond 
dealers at 29 East Madison St., died 
March 5. 


q Maurice Swartz and family left for 
Florida early in March. Mr. Swartz re- 
turned after a short visit while Mrs. 
Swartz and their two children remained 
for several weeks. 

q Harold K. Green, representative of the 
Peerless Silver Co., who has been located 
in the Merchandise Mart for the past 
few years, has returned to the Heyworth 
Bldg. in which he was located for many 
years, and is in room 1601. 

qHerman Hirsch of A. Hirsch & Co., 
watch distributors, spent his winter vaca- 
tion last month in Mexico City and other 
parts of the places in the country south 
of the border, accompanied by Mrs. 
Hirsch. 

q Henry W. Yaseen, one of the active 
members of West Side R.J.A., and Mrs. 
Yaseen, spent the month of March tour- 
ing the South and in Mexico. Mr. Yaseen 
reports he had the pleasure of meeting 
several jewelers from Milwaukee and 
Chicago while in Mexico City. 

q E. P. Skalman, Skalman’s Jewelers, 
Dubuque, Ia., spent several days in Chi- 
cago last month. Mr. Skalman has been 
located in Dubuque two-years and re- 
ports the steady increase in business of 
last vear continued through January and 
February. 

q Benjamin Herschon, manufacturing 
jeweler with headquarters at 7 W. Madi- 
son St., was killed in an automobile 
accident on Feb. 20, near Kentland, Ind., 
as he was returning to Chicago from 
Indianapolis. Because of road conditions, 
his car collided head-on with a_ truck. 
q Mrs. Louis Manheimer, 84, widow of 
the founder of the Manheimer Watch 
Co.. died on March 5. Mr. Manheimer 
died in 1924 and management of the 
business succeeded to his son, J. H. 
Manheimer, and later to his nephew, 
Arthur Manheimer, who recently retired 
as president of the company. 

q F. W. Doudera, secretary of West 
Side R.J.A., announces that the annual 
social party of the organization for mem- 
bers and friends will be held at the 
Midwest Athletic Club, Madison & Ham- 
lin Sts., the night of April 4. The monthly 
meeting night has been changed from 


| the first to the second Monday of the 


month. 

q One of the most modern and efficient 
joint offices in Chicago, room 1515 of the 
Heyworth Bldg. is now occupied by 
Alex Paulson, Progressive Ring Co., 
Frank Newburger, D. F. Briggs & Co., 
and R. G. Arcus, Wells Mfg. Co. Hugo 
F. Ziehu, diamond setter, also has quar- 
ters in the suite. Each formerly occupied 
other locations in this building. 

q Arthur Lundquist,manager of the Chi- 
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cago office of Geo. H. Fuller & Son Co, 
since 1919, has been enrolled in the 
Half Century Club of Chicago, having 
completed 50 years of service in the 
trade. Mr. Lundquist began his career 
in the trade with Benj. Allen & Co, in 
1890. Nine years later he joined the 
Chicago office force of Geo. H. Fuller & 
Son Co. and after serving as assistant 
manager for several years succeeded to 
the managership in 1919. 

q Robert A. Thomas, who operates a 
watch repair shop in his garage in Lom- 
bard, near Chicago, was aroused by his 
alarm system on Saturday night, March 2. 
Not being able to get police after seeing 
flashes of light in the garage he took a 
rifle and when he saw forms moving fired 
three times and when police arrived it 
was found he had killed two boys, 14 and 
16 years of age. Both boys bore good 
reputations in school and neither had 
ever been in trouble before. 

q The monthly luncheon of the Chicago 
Jewelers Association, March 21, at the 
Sherman Hotel was interesting and in- 
structive to nearly 100 who were present. 
After committee reports, President 
Myron Kelly introduced Edward W. 
Bailey of the United States Secret Ser- 
vice, who talked on “Know Your Money” 
and explained what the department is 
doing to educate merchants and the pub- 
lic how to know good money from bad. 
A sound picture depicting the variations 
of counterfeit bills compared with genu- 
ine was presented with Lowell Thomas 
explaining the variations and how to 
make comparisons. 

q At the 17th annual meeting of the 
Fraternal Association of Chicago Jewel- 
ers held at 10 S. Wabash Ave., March 
2, Treasurer John G. Leiner reported 
the organization in good financial condi- 
tion, with no outstanding obligations and 
more than $12,000 in cash and bonds on 
hand. Vice-president E. S. Heller pre- 
sided in the absence of President Allen 
Pinero. Following committee reports a 
motion prevailed instructing the secre- 
tary to cast a unanimous ballot for of- 
ficers as follows: E. S. Heller, Gemex 
Co., president; J. E. Friedland, Hart 
Jewelry Co., vice-president; John G. 
Leiner, Benj. Allen & Co., secretary-trea- 
surer; and Ray Rust, Ray Rust & Co. 
and E. L. Imhoff, Ripley & Gowen Co., 
directors for two years. 





Jewelers’ Mutual Meeting May 8 


Osuxosu, Wis.—The annual meeting 
of policyholders of the National Jewel- 
ers Mutual Fire Insurance Co. will be 
held at the Hotel Raulf, here, May 8, at 
10 a. m., to receive reports and elect 
directors to succeed I. W. Anderson, 
Neenah; J. P. Hess, Fond du Lac, and 
Henry F. Stecher, Milwaukee, whose 
terms expire. 





WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 
612 METROPOLITAN BLDG. 








DETROIT, MICH. 
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MILWAUKEE JEWELERS’ GUILD INSTALLS OFFICERS 





New officers of the Milwaukee Jewelers’ Guild, installed recently, are, left to right: Fred Luser, 


secr 


etary; E. J. Metzke, president, Paul Will, 


Business and Social Features 
Planned for Wisconsin Convention 
May 6 and 7 at Oshkosh 


Osuxkosu, Wis.— Recent laws of  in- 
terest to the jewelry trade, such as the 
second hand watch law, the new jewelers’ 
auction law, the trading stamp law 
and the so-called commissary law, will 
command attention at the 35th annual 
convention of the Wisconsin R.J.A., at 
the Hotel Raulf, here, May 6 and 7. 

Local jewelers are arranging a golf 
match for visiting jewelers for Sunday 
afternoon. An informal social affair will 
be held that evening for the early comers, 
of whom there are always a number at 
Wisconsin conventions. The usual enter- 
tainment features will be offered, winding 
up with the annual dinner dance on 
Tuesday evening. 

Sessions, which begin Monday morning 
with President E. R. Fuchs in the chair, 
will include discussions on store fronts, 
interiors, lighting, packaging, public re- 
lations and publicity. A whole day could 
be devoted to publicity alone, for Wis- 
consin has its own state publicity organ- 
ization, which utilizes the Milwaukee 
Journal, daily and Sunday editions, and 
radio station WTMJ, Milwaukee. It also 
supports the Jewelry Industry Publicity 
Board to create national publicity. 


Every Jeweler in Waterloo 
Enlisted in Associations 


Cepar Rapins, 1a.—The Iowa R.J.A. is 
out to break all membership records this 
year, according to Wallace G. Boyson, 
this city, its secretary-treasurer, and if 
many members duplicate the efforts of 
Cliff Collins, Iowa will certainly take all 
honors. 

A couple of months ago Mr. Boyson 
appointed Collins, the energetic young 
manager of the jewelry department of 
the Davidson-Waterloo Co., to try to en- 
roll the jewelers of Waterloo, Ia., in the 
state and national associations. The next 
thing he knew Mr. Collins was reporting 
that he had signed up 15 jewelers to 
= Waterloo a 100 per cent association 
city. 

The firms enrolled were: Tenenbaum’s 
Jewelry, the Davidson-Waterloo Co., 
Fessler & Co., Asquith Jewelry Co. 
Shanks Jewelry & Music Co., H. Jay 
Townley, Okinow Jewelry Co. L. A. 
Cobb & Co., Edmund D. Loyer, F. E. 
Knapp, Clement J. Murphy, Uhlig’s, 
Commercial Jewelry Co., Levi Bros. and 
the Roth Watch Service. 
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vice-president, and Fred W. Kaeding, treasurer. 


Golden Roosters’ High Jinks 
Climax Chicago Social Season 


Cuicaco—The annual dinner dance of 
the Golden Roosters of Chicago, held in 
the Gold room of the Congress Hotel, 
Feb. 24, was considered the climax of the 
social events given by this organization 
during the past 19 years. From cocktail 
hour until the wee hours of the morning, 
300 of the jewelry trade’s elite made 
merry. 

Following dinner, a program of enter- 
tainment was given which featured scenes 
from “Tobacco Road” and was climaxed 
with a mock hill-billy wedding involving 
Miss Mary Sheen and Keeper-of-the- 
nest-eggs Leland Fay, of Benj. Allen 
& Co., whose engagement was recently 
announced. At this point on the program 
Past Chanticleer Allen Pinero sang his 
swan song and passed the gavel over to 
Chanticleer-elect Max Cohn who bade 
those present to make the best of their 
opportunity. 

Novel menu-programs consisting of a 
small box with a Golden Rooster emblem 
pin attached was at each plate. When 
the box was opened it collapsed and a 
tiny rooster was found inside, together 
with the menu and program. This fea- 
ture was designed by Rudy Samuels, ad- 
vertising manager of Stein & Ellbogen 
and the Rooster emblems were by cour- 
tesy of Geo. H. Fuller & Son Co. Sou- 
venirs for the ladies were bottles of 
Lucien Lelong “Carefree.” 


Hastines, Nes.—The sixth annual con- 
vention of the Horological Association of 
Nebraska will be held jointly with the 
convention of the Nebraska R.J.A., 
April 7 and 8, at the Clark Hotel, here. 
The watchmakers’ main session will be 
held Sunday afternoon, April 7. There 
will be entertainment both evenings. 





HULBERT HEADS C. J. A. 


The affairs of the Chi- 
cago Jewelers’ Club, this 
year, are under the 
direction of R. Schell 
Hulbert, who was re- 
cently elected to succeed 
Charles B. Brown as pres- 
ident. Mr. Hulbert man- 
ages the Chicago office 
of Oneida, Ltd. 
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KIRK-RICH DIAL 
CORPORATION 


Specialists Since 1926 
DIAL REFINISHING 


CRYSTAL FITTING 
Lighter Repairing 


EIGHT OFFICES TO SERVE YOU 


LOS ANGELES CHICAGO 
SAN FRANCISCO DETROIT 
OAKLAND PITTSBURGH 
SEATTLE DALLAS 








CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, IIl. 











GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 





McRAE & SHAW 
168 N. Michigan Ave., Chicago, Ill. 
Radio and Display Advertising Specialists 


Originators and Producers of 
"THE OLD SHEPHERD" RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 








DIAMOND SETTING 
EXCLUSIVELY 


Distinctive and Outstanding Work by 
Expert Diamond Setters 


Prices upen request 


CHICAGO DIAMOND SETTERS 
5 So. Wabash Chicago, Ill. 

















D01VLYS yO1 GNSS 


fcme WATCH CO. 

S S.WABASH AVE. CHICAGOILL. 
USED MOVEMENTS 1 

Good Condition 

Good Dials 

0-Size Elgin, Waltham 2 
743, $2.00 — 15J, $3.00 
gas Saat 
TJ, . — 153, $2. 
12° Size Open Ewe | THE PRICE OF 
73, $2.25 — 154, le 
16 size Open Face NEW MATERIALS 
2. | ay pa 3° 

size Wig. Elg., wa. Wheels, pinions 
73, 75¢ — 153, $1.25 , . 
18 size O.F. Elg., Wal. | Pallet forks, etc. 
73, $1.25 — 153. $1.75 | for all watches. 
6 size Elg., Wal., Htg. Send sample of 
pe He = my gem what you want! All 

= oe Se oe Guaranteed! Remit 
wee “7. tat only if satisfactory. 

153, $1.25 























GRAFNER BROS. 


GENERAL LINE 


VALUE AND ASSORTMENT 
SPECIALIZING 
IN 
* 
818 LIBERTY AVE., PITTSBURGH 











Jewelry Repairing 
DIAMOND SETTING - ENGRAVING 
Strictly Trade Shop 


DOERNBERGER & MUCK 


406 Pittsburgh Life Bldg., Pittsburgh, Pa. 
Telephones: AT.7848 - AT.4959. 








LANDAW BROS. 


Distributors 
Genuine Watch Materials 


and Jewelers’ Supplies 
ALSO JEWELRY BOXES AND WATCH CASES 
406 CLARK BLDG. PITTSBURGH, PA. 
Telephone: AT. 5379 























GOLD and SILVER || 


Scrap and Wastes 


PUIRCIHIASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 


i VERNON-BENSHOFE CO. 
933 Ridge Ave. Pittsburgh, Pa. 





























Announcing Our New Location 
808 LIBERTY AVE. 
(Opposite Eighth Street) 


We will occupy the entire second 
floor of this modern building. 











| 
| 
| 
| 
























 teiteeats Re BaD SONS SS CRESS SES 


q Charles Mann, Beaver Falls jeweler, 
has returned from a vacation in Florida. 
q Sam Hall of Hall Bros. & Co. has re- 
turned from Miami Beach. 

q Warren W. Mather, Bellevue retailer, 
and Mrs. Mather have returned from a 
vacation in Florida. 

q Edward B. Snyder, of the C. B. Sny- 
der jewelry store, Butler St., underwent 
a minor operation recently. 

q D. S. Mallinger & Co., on the sixth 
floor of the Clark building, are taking 
additional space. 

q Mr. and Mrs. D. H. De Nardo, Brad- 
dock, Pa., have returned from a vacation 
in Florida. 

q Walter Kahn, of L. & M. Kahn Co., 
New York, spent a few days in Pitts- 
burgh recently on business and pleasure. 
q.S. H. De Roy, well known Smithfield 
St. jeweler, and Mrs. De Roy, are va- 
cationing in California. 

q Merchandise valued at $430—three 
diamond rings and 13 watches—was sto- 
len from the window of the Thomas 
Thomas jewelry store, Bellevue, Pa., re- 
cently when thieves crashed one of the 
display windows. 

q The William J. Kappel Co., credit 
jewelers, will vacate their Ninth St. 
store May 1 and move to Liberty Ave., 
next to Rosenbaum’s department store. 
William J. Kappel, head of the company, 
has returned from Florida. 

q Bauer & Mutschler, manufacturing 
jewelers in the Clark building, are taking 
over all the space being vacated by M. 
A. Mead & Co. on the fourth floor in 
the Clark Bldg., and part of the offices 
next door. 

q Emil Freyer, president of Samuel 
Weinhaus Co., 720 Penn Ave., has re- 
turned to his desk after an illness. The 
firm has been delayed in getting into 
its new quarters in the Arbuckle Bldg., 
808 Liberty Ave. 

4 Because of expanding business, M. A. 
Mead & Co. are taking larger and more 
luxurious quarters at 603 Clark Bldg. 
Herman Auerbach, genial district man- 
ager for the firm, is passing out new 
pipes to pipe smokers. 

q Leonard D. Helfer, Liberty Ave. 
credit jeweler and president of the Re- 
tail Jewelers’ Association of Western 
Pennsylvania, has returned to his busi- 
ness after a three weeks’ illness. He 
presided at a meeting of the group at 
the Roosevelt Hotel, March 18. Mem- 
bers of the manufacturing and wholesale 
trade attended. 

q Emanuel Grafner, of Grafner Bros., 
has been honored again by being named 





Improved Facilities mean Improved Service. 





THE SAMUEL WEINHAUS COMPANY 


Wholesale Jewelers 


808 LIBERTY AVE. 


PITTSBURGH, PA. 
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to the chairmanship of the jewelry diy; 
sion of the United Jewish appeal, whieh 
seeks to raise $450,000 in Western Penn- 
sylvania. Oliver Kaufmann, of Kayf. 
mann’s department store, Pittsburgh is 
general chairman. ’ 


Pennsylvania Watchmaker Law, 
To Be Introduced Next Year, 
Is Favored by State's Horos 


Harrispurc, Pa.—A_ unaminous Vote 
favoring watchmaker licensing, to be in- 
troduced at the next session of the legis- 
lature, was taken at the third annual 
convention of the Horological Associa- 
tion of Pennsylvania, here, March 10, 

Although the organization is young 
and its purposes not too familiar to 
jewelers, there was an attendance of 
about 75 from all parts of the state. 
There were registrations from Allegheny, 
Lawrence, Clarion, Venango, Philadel- 
phia and Montgomery counties, from 
Norristown, Williamsport, Lancaster, 
York, Lewistown, State College, Perkasie, 
Shamokin and Harrisburg. 

Contacts made at the session, espe- 
cially with men from the eastern part of 
the state insure the early formation of 
more county guilds. 

Officers were reelected as _ follows: 
George Niesslein, Pittsburgh, president; 
Howard O. Erwin, New Castle, vice-pres- 
ident; David A. Kaufman, Clarion, trea- 
surer; and J. Phillip Sommer, Pittsburgh, 
secretary. Mr. Erwin was elected state 
trustee of U.H.A. and delegate to the 
U.H.A. convention. The directors named 
were: C. E. Busby, Homestead; Hugh 
M. Owens, Clarion; F. A. Truby, Oil 
City; Charles R. Stewart, Punxsutawney; 
Charles C. Hall, New Castle; M. Nor- 
man Bair, Lancaster; W. Curtis Wright, 
Greensburg; Robert J. McConway, Phila- 
delphia, and Harley A. Perkins, Pitts- 
burgh. 

Howard L. Beehler, of the Hamilton 
Watch Co., was elected to honorary mem- 
bership, the second to be so honored. 
The first was John J. Bowman, director 
of the Bowman Technical School and 
technical editor of THr Jeweters’ Cr- 
CULAR-KEYSTONE. 

Herman R. Pedrick, of the Philadel- 
phia Horological Guild gave a technical 
lecture. J. N. Heed, of the American 
Time Products Co., New York, demon- 
strated the Watch Master, watch-rate 
recorder. After the banquet Sunday eve- 
ning there was a talk on time locks and 
time lock mechanisms by Harley A. 
Perkins, trouble-shooter for the Yale & 
Towne Mfg. Co. 


Jeweler at Army Post 


Woopsvrn, Orr.—Maj. Oliver S. Olson, 
owner of one of the two jewelry stores 
in this place, last month entrusted his 
business to a cousin and departed for 
Fort Benning, Ga., where he will undergo 
four months’ instruction in the use of 
new-type infantry weapons. Maj. Olson 
commands the first battalion of the 186th 
Infantry. Mrs. Olson and their two 
daughters accompanied him to Georgia. 
They will return here in July. 
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Mid-Year Meetings to Draw 1000 


s arranging the egy 
of ANRJA, which will be 
comteat the Hotel President, Kansas City, 
— Thursday and Friday, April 4 and 
5 and at the Hotel Skirvin, Oklahoma 
City, Okla., April 7, 8 and 9, are antici- 
pating a total registration of about 1,000. 
The Northwestern Regional Confer- 
ence will attract jewelers from North 
and South Dakota, Colorado, Nebraska, 
Iowa, Kansas and Missouri, many of 
whom have never found it convenient to 
attend any of the national conventions, 
because of the time and expense involved. 
The Southwestern Regional Conference 
will be the first in that territory since 
the national convention was held in 
Dallas, Tex., in 1928. Since association 
work is quite strong in this part of the 
country, it can be expected that this 
assembly will command the best attend- 
ance. Jewelers are expected from Okla- 
homa, Arkansas, ‘Texas, New Mexico and 
Louisiana. : 

Tinley I. Combs, Omaha, Neb., the 
Northwestern regional vice-president of 
ANRJA, will sponsor the Kansas City 
conference, and Robert J. Slagle, Hous- 
ton, Tex., the regional vice-president for 
the Southwest, will guide the activities 
in Oklahoma City. President Myron 
Everts, Dallas, Texas., Secretary Charles 


Committee 


T. Evans, New York; Past President 
William D. McNeil; Treasurer A. W. 
Anderson, Neenah, Wis., and W. G. 


Drosten, St. Louis, former vice-president, 
will attend one or both conventions. 

Dr. David R. Craig, president of the 
American Retail Federation, Washing- 
ton, will speak on “Federal Legislation 
Affecting Retailing,” at Kansas City, and 
John Guernsey, distribution economist of 
the Bureau of the Census, will speak at 
both conclaves on the subject of “Cur- 
rent Headaches for Retail Jewelers.” 


Wholesale Jewelers Association 
Will Meet June 13-15, 
At Edgewater Beach Hotel, Chicago 


CHICAGO The National Wholesale 
Jewelers Association returns again to 
this city for its 33rd annual convention. 
The convention was held here in 1938, 
and at Providence last year. 

The Edgewater Beach Hotel, sump- 
tuous hostelry on Lake Michigan’s shore, 
is again the scene of the conclave, which 
will be in session from June 13 to 15. 

The present slate of officers is: Lloyd 
G. Pattee, S. H. Clausin & Co., Ine., 
Minneapolis, president; Arthur P. Care, 
E. W. Reynolds Co., Los Angeles; Har- 
old Alberts, I. Alberts’ Sons, Ine., 
Boston, and S. B. Reagan, Baldwin- 
Miller Co., Indianapolis, Ind., vice-presi- 
dents ; Joseph B. Bechtel, Joseph B. 
Bechtel & Co., Inc., Philadelphia, trea- 
surer; Mr. Fernley, secretary, and H. A. 
Rinehart, Philadelphia, assistant secre- 
tary. 

Other members of the executive com- 
mittee are: A. C. Wallenstein, Wal- 
lenstein-Mayer Co., Cincinnati; Harry 
Greenwold, Greenwold-Grift Co., Cincin- 
nati; Mead Montgomery, A. C. Mead 
& Co. Chicago; Charles A. Moore, 
Moore-DeGrazier Co., Dallas; R. Dix 
dwards, Edwards, Ludwig, Fuller 
Jewelry Co., Kansas City, Mo., and W. 
Merritt Hurlburt, H. O. Hurlburt & 
Sons, Philadelphia. 
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Others participating in the Kansas 
City programs will be Walter M. Jac- 
card, Jaccard Jewelry Corp., Kansas 
City; Harry G. Butterfield, Joplin, Mo.; 
C. E. Irwin, Kansas City; Louis Gold- 
man, of Goldman, Allshouse & Healy, 
attorneys, Chicago; John S. O’Connell, 
Towle Mfg. Co.; Frank R. Brodsky, ad- 


LO LTE RRR ee Minha 


ARE A BIG HIT IN 


| JEWELRY STORE GIFT DEPARTMENTS 


vertising manager, Elgin National Watch | 


Co.; Ed. F. Bruce, Hastings, Neb.; 
Fred W. Pilcher, Mexico, Mo.; Frank | 


Pfeiffer, Parsons, Kan.; Louis Prastka, | 


Cedar Rapids, Ia.; W. J. Glick, Junction 
City, Kan.; Fred Sands, Kansas City; 
Wallace Boyson, Cedar Rapids, Ia.; 
Charles J. Stiastny, Lincoln, Neb., and 
C. E. Bonham, Bismarck, N. D. 
Among those scheduled to take part 
in the programs of the Southwestern 
conclave are: Willis D. Waugh, Okmul- 


gee, Okla., president of the Oklahoma | 


R.J.A.; E. E. Smartt, chairman of the 
State Board of Public Affairs, 
homa City; Sankey Park, Bryan, Tex., 
J. B. Kennan, Fort Smith, Ark.; Paul 
Gantz, Silver City, N. M.; Hoyt Hatfield, 
Albuquerque, N. M.; H. E. Dill, Dallas; 


H. V. Gritz, Enid, Okla., and D. W. | 
Messrs. | 


| Keawit 


Stewart, Little Rock, Ark. 
Slagle, Everts, Evans, Butterfield, Dros- 
ten, Anderson, and McNeil are also 
scheduled to participate. 

The Monday afternoon session at the 


Okla- | 


Oklahoma City conclave will be devoted | 
exclusively to jewelry publicity, and June | 
Hamilton Rhodes and her assistant, Bella | 


Crawford, will travel from New York to 
present a style symposium, similar to 
those which have been such popular fea- 
tures of recent national conventions in 
New York. 


The New Mexico R.J.A. and the Okla- | 


homa Watchmakers Guild will hold ses- 
sions in conjunction with the Oklahoma 
conference. 








Jeweler, Convicted as Fence 
For Series of Jewel Robberies, 
Faces 50 to 100 Years in ‘'Pen"’ 


When Jack Rubin, jeweler at 50 W. | 


47th St., New York, appears before 
Judge Wallace in Part 9 of General Ses- 
sions Court, in New York, April 1, he 
stands to go to the penitentiary for from 
50 to 100 vears. 

Rubin, after a ten-day trial, ending 
Feb. 23, was convicted on five of nine 
indictments charging grand larceny for 
the conversion of stolen property. The 
law provides for ten 
prisonment on each count. 

Rubin’s downfall as a “fence,” came 
with the confessions of Benjamin Marko- 
witz, Joseph Schaeffer, and their ring- 
leader, Morris Haberman, who confessed 
to a series of jewelry robberies in New 


to 20 years im- | 


York in which their “take” totalled ap- | 


proximately $250,000. 
At his trial Haberman testified to his 
guilt and named Rubin as the fence in 


the following robberies: Wax Bros., 
Bleeker St., robbed five times; John 
Schumacher, 607 5th Ave., flat silver 


stolen; estate of Sigmund Berger, 200 W. 
49th St., $20,000 loss; Schaffer Pen Co., 
5,000 pens; Ross, Pennell Co., 677 5th 
Ave., $85,000; N. Miller, 730 5th Ave., 
$104,000; Schaefer Galleries, Inc., 61 E. 
57th St., several thousand dollars loss, 


| 
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MODERN 
ROAST 
TONGS 


i 
Attractive Display Stand 
FREE. Blue mirror back 
to highlight chromium. 


& 


THE “Karvit” Roast Tongs are 
sensational sellers in jewelry store 
gift and silverware departments. 
“Karvit” sells the year around be- 
cause it is an ideal Wedding, An- 
niversary or Holiday gift. Every 
modern homemaker can use one... 
and will appreciate receiving it. 
Made of highly-polished Chrom- 
ium. 





Chrome finish $12.00 per dozen. 
Retail $1.75 each. 


Karvit in Quadruple Silver Plate 
$24.00 per dozen. 
Retail $3.50 net. 


Advertised in Good Housekeeping and 
Ladies’ Home Journal. 


Territory open for Good Live Salesmen 


KARVIT DIVISION 


QUEEN CITY BUCKLE 


MFG. CO. 


TEMPLE BAR BUILDING 
CINCINNATI, OHIO 


and R. W. Johnston & Co., about $14,000. ee ee 
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AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 
VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 


You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality and service. 
18 West Seventh St. Cincinnati, Ohio 








DIAMOND-CUTTING 


expert work... fast service 


Vaan or: War: Bd 
si or- War: bd 
7g carat 
34 carat 
53 carat 
en or: ar bs 
35 carat 
eta oF War be 


LITWIN & 


114 West 6th Street, 


$ 9.00 per carat 
10.00 per carat 
p00 ol amor: ar: Be 
12.00 per carat 
14.00 per carat 
16.00 per carat 
18.00 per carat 

. 26.00 per carat 


SONS 


Cincinnati, Ohio 








KLEIN BROS. 


—As Usual—Are Presenting the 
attractive lines, specializing in: 

DIAMOND RINGS—Of only one quality—THE 

BEST—combined with the 

most outstanding mountings. 

JEWELRY—An exceptionally large line of gold and 

fine gold-filled jewelry. 
COSTUME JEWELRY—Latest styles and newest 
items that will attract your 


most 


customers 
“KENWOOD WATCHES’’—Combine popular prices 
with accuracy an 
style. 


KLEIN BROS. CO. 


WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 











FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 


* ZONES 7-8-13-17 

WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT" 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 











MISS VANITY 
STREAMLINED DIAMOND RINGS 


For the Bride. Most Mod- 
erately 


June 
priced, 
Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years 


attractive. 








Diamond Mountings 
and Wedding Rings 


Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohio 


Workers in precious metais. 














William H. Upmeyer, 82, 
Jewelers’ Mutual Insurance Head 
And Pearl Expert, Dies 


Mitwavkre— William H. Upmeyer, 82, 
vice-president and treasurer of the Bunde 
& Upmeyer Co., Milwaukee jewelers, 
died March 23. He had been ill since 
September. 

Mr. Upmeyer had been associated with 
the trade since May 13, 1857, when he 
was born on the second floor above his 
parents’ jewelry store. At 14 he began 
his apprenticeship. asso- 


His lifetime 


William H. Upmeyer, 
veteran Milwaukee 
jeweler. 





ciate, Louis Bunde, likewise began to 
learn the trade in another shop. In 1880 
they began their partnership which con- 
tinued until 1936, when death removed 
Mr. Bunde. 

The partners’ keen interest in fresh 
water pearls dated back to 1889, when 
they financed a search for clams in the 
rivers of southwestern Wisconsin. Their 
best prize was one which brought $15,000. 

They opened their first retail store in 
1887, when they saw people of wealth 
using free railroad passes to travel to 
other cities to buy fine jewelry which 
was not then available in Milwaukee. 
Their business in pearls, fresh water 
and oriental, increased to the point where 
they at one time maintained a New York 
office. The firm once employed 115 peo- 
ple in the sales and manufacturing de- 
partments. . 

In the 1870°s Mr. Upmeyer supplied 
news of Milwaukee to Tur JeweLers’ 
Crrcurar. 

Mr. Upmeyer was a founder of the Na- 
tional Jewelers Mutual Fire Insurance 
Co., and was president of it at the time 
of his death. He was a former president 
of the Wisconsin R.J.A. 


CINCINNATI 


q The Duhme jewelry store has been 
moved from 717 Madison Ave., Coving- 
ton, Ky., to 8 E. 8th St., in that city. 

q Richard T. Welling, jeweler at Iock- 
land, returned from Ft. Lauderdale, Fla. 
Tudor Newstedt returned from Miami 
Beach, while Edward Bohmer is_ back 
from a_ visit with his son Edward 
Bohmer, Jr., in Florida. 

q Two out of three games were taken by 
the Gerwe-Frohman division in a bowl- 
ing match with representatives of the 
Frank Herschede Co. There were 18 
keglers in the joust. It was the first time 
in months that the wholesale house won 
a majority of games from the retail di- 
vision. 

q Well rested and brown as a berry, Al- 
bert Sauer, of A. Sauer & Co., returned 
from a five weeks’ cruise to the West 
Indies. Mr. Sauer said business of the 
firm is running ahead of last year and 
that enough orders are on hand to keep 
the factory busy until July. 

q A Mediterranean travelogue made by 
himself was shown by E. C. Schwebel of 
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the Wadsworth Watch Case Co,, to the 
membership of Cincinnati Architectural] 
Society at its March meeting. 

q William Mayer, 57, jeweler at 1214 
Main St., is back in his store after a 
honeymoon trip to Chicago. Mayer ang 
Miss Helen Roth, 45, 641 Glenwood Ave 
Avondale, were married by Rabbi Henn 
Englander at the latter’s residence, 

q Robert L.. Hummel, Vine St. jewele; 

brought back a good coat of tan but ue 
fish when returning from Passe-Grille 

Fla., early in March. : 
q Such “Irishers” as “Uncle Lovie? 
Hummel, 81, dean of retail jewelers jy 
Cincinnati, J. Charles Hummel and 
Louis Hummel, Jr., attended the annual 
banquet of the Friendly Sons of §¢ 
Patrick at the Netherland Plaza. The 
only “Mick” at the special jewelers table 
was George Emmett Brown, past presi- 
dent of the Town Criers. The celebra- 
tion serves a double purpose every year 
as it is the natal day of both the patron 
saint of Ireland and the local veteran 
jeweler, Louis F. E. Hummel, who js 
still active in his store at 4th and Vine 
Sts. 

q In an election supervised by the Na- 
tional Labor Relations board, workers 
of Litwin & Sons, jewelry manufacturers 
and diamond dealers, voted to affiliate 
with the A. F. of L., it was announced 
by Philip G. Phillips, regional director, 
He asserted that 46 employes cast their 
ballots and out of this number 28 were 
in favor of joining up with the Interna- 
tional Jewelry Workers Union, No. 25, 
Phillips also anonunced that an election 
to determine a collective bargain agency 
for employes of the Wadsworth Watch 
Case Co., at Dayton, Ky., would be held 
soon. The employes, he said, would be 
given their choice of voting for the In- 
ternational Association of Machinists, 
District 34, A. F. of L., for the Wads- 
worth Watch Case Co. Workers Alliance, 
or for no union representation. The vote 
affects 414 production employes and #& 
clerical workers. 








’ 
nry 


Philadelphia R.J.A. Asks 
Injunction Against Catalog House 


PuinapeLpHt1A—A_ membership _ boost 
was announced in March by the recently 
formed Philadelphia Retail Jewelers’ As- 
sociation. The group now has 70 paid-up 
members, said its president, Ralph Hu- 


berman. The association will apply 
March 27 for a permanent injunction 
against Waldron & Co., Philadelphia 


catalog house. The association gained a 
temporary injunction against the firm 
in December in Common Pleas Court 
No. 7. The order prohibited the Waldron 
Company from selling Bulova watches 
at less than listed prices. 


—=—— 











SCHIRA BROS. 


PLATINUM 
DIAMOND MOUNTINGS 
PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 

















WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 


427 PLUM ST. CINCINNATI, O. 
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¢ Hampden County Guild, U.H.A., of 
Springfield, will install officers April 8. 

R. F. Thurlow, watchmaker at Park 
Square, celebrated his 84th birthday 
early last month. i. 
¢ William Hopkins has joined the tech- 
nical staff of John H. Derby, Inc., 
Somerville retailers. 

Harry Dodge, jeweler at 120 Tremont 
St. left early in March for San Antonio, 
Texas, from there he and his party will 
tour Mexico. 

Worcester Guild, U.H.A., will hold a 
public installation and dinner dance at 
the Amoro Hotel, April 18. W. D. 
Herbert will succeed Clifford N. Barton 
as president. 

Beecher’s electrical shop, 405 Moody 
St. Waltham, celebrated its 21st anni- 
versary by opening a jewelry depart- 
ment. 

q Samuel Tyck, of Shreve, Crump & 
Low Co. jewelers at Arlington and 
Boylston St., during the past few months 
has entertained many organizations and 
clubs with his interesting lecture on the 
beauty and history of gems. 

q William J. Smith, 373 Washington St., 
who at his Arlington home raises unusual 
flowering plants, and Thomas Wilson, of 
Sanger & Co., were among the enthusi- 
astic horticulturists of the jewelry trade 
who visited the Boston flower show. 

q Committees of the Massachusetts & 
Rhode Island R.J.A., which holds _ its 
26th annual convention at the Parker 
House, April 24, have perfected plans 
for a diversified program of interest 
to all branches of the retail jewelry 
business. 

q Roy S. Brooks, president of the Mau- 
ran Watch Co., Inc., opened a new of- 
fice March 1 at 373 Washington St., 
where increased floor space makes pos- 
sible a more attractive display of watch 
and jewelry lines. For some years the 
firm was located at 333 Washington St. 
q Henry Desjardine, of Beverly, presi- 
dent of the Massachusetts Horological 
Association, and State Secretary W. H. 
Bright, of Boston, installed officers in 
the Merrimack Valley Guild, Lowell, on 
March 4. The new guild’s officers are 
Warren T. Kunz, president; William 
Duncklee, vice-president; William Up- 
ton, treasurer, and John Caten, secre- 
tary. 

q At Thomas Long Co.’s Employees’ As- 
sociation’s annual meeting, at Kingston 
Inn, John E. Van Tassel was reelected 
president. Other officers are Richard 
Chesley, vice-president; Barbara Lill, 
secretary; Elsie Davidson, treasurer, and 
Marie Roberts, assistant secretary- 
treasurer. Directors include Charles De- 
[appe, Charles Noonan, Ienwood Tracy 
and Paul Goodwin. : 
¢ Boston Jewelers’ Bowling League, 
with only a few weeks more of play, finds 
Shreve, Crump & Low Co. leading the 
first division, with Thomas Long Co. in 
second place. The James Kingman and 
Charles Housman trophies, announced 
last year, for first and second place in 
the second division, have stepped up the 
individual averages, F. Gendreau Co. 
leading in the second division, with A. 
Stowell & Co. only a few points behind. 
q Manufacturers’ advertising and whole- 
salers’ announcements of new lines for 
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1940 have interested feminine jewelry 
buyers from all sections of New Eng- 
land, recent Boston visitors including 
Mrs. E. F. Lilley and Dorothy Prince, 
Milford; Mrs. Arthur Beaudet, Woon- 
socket, R. I.; Mrs. S. E. Norden, Somer- 
ville; Mrs. Leslie Johnston, Hyannis; 
Mrs. A. J. laRochelle, Rochester, N. H.; 
Mrs. Walter Wigmore, Norfolk Downs; 
Mrs. A. Earl Wilson, Springfield, Vt.; 
Mrs. Chesley, Presque Isle, Me.; Mrs. 
L. G. Trask, Farmington, Me.; Mrs. W. 
E. Billings, Andover, Mass.; Miss Ger- 
trude Downey, Malden; Mrs. D. Fortin, 
Waterville, Me.; C. O. Davenport, Gard- 
ner; Mrs. S. T. Whitney, Clinton; Miss 
Edna Johnson, Athol; Mrs. L. J. Eno, 
Skowheagan, Me.; Mrs. R. W. Barrows, 
Rockland; Emile Langlais, Berlin, N. 
H.; Mrs. Dunham, Sage & Allen, Hart- 
ford, Conn.; Miss Laird, Worcester, and 
Mrs. Cartier, New Bedford. 


Foreign Sales Opportunities 
Await American Manufacturers 


The disruption by the war of Euro- 
pean sources of jewelry and kindred 
lines is opening up many opportunities 
for American manufacturers and _ job- 
bers in foreign lands, particularly South 
Africa and South America. Complete 
details about the following opportunities 
may be had by writing to the Bureau of 
Foreign and Domestic Commerce, giv- 
ing the reference numbers of the items 
in which interested: 

5589—Imitation jewelry, trinkets and novel- 
ties, Rio de Janeiro, Brazil, agency. 

5637--Wall clocks with or without chimes ; 
8-day table clocks and alarm clocks, Bandoeng, 
Java, N. I., purchase. 

5640—Imitation jewelry, Caracas, Venezuela, 
agency. 

5642--Low-priced wooden mantel clocks; 
low-priced costume jewelry, Johannesburg, S. 
Africa, agen-y. 

5762 —Imitation jewelry, Sydney, Australia, 
agency. 

5858—-Imitation jewelry and novelties, Cape- 
town, South Africa, agency. 

5877-—Silver-plated ware. 
zuela, agency. 

5957 --Alarm clocks, $1 to $1.50 types, Cairo, 
Egypt, agency. 

5980—-Imitation jewelry, trinkets and orna- 
ments, Rio de Janeiro, Brazil, agency. 

6008—Parts for watches; alarm clocks, 
spring and synchronize, Singapore, Sts. Settle- 
ments, both. 

6107—-Wall and mantel clocks, alarm <elocks, 


Caracas, Vene- 


chromium and rolled-gold jewelry, Karachi, 
India, purchase. 
6128—--Alarm clocks, and fancy clocks, 


Johannesburg, S. Africa, agency. 

6190—Rolled gold wire and links for mak- 
ing necklaces, pins and initial brooches, Cape- 
town, S. Africa, pur-hase. 

6206—Clocks and clock movements, Mel- 
bourne, Australia, both. 

6219—Imitation jewelry, 
Africa, agency. 

6235—-Costume jewelry, Alexandria, Egypt, 
both. 

6246—-Lighters, metal cigarette cases and 
ash trays, Alexandria, Egypt, both. 


Johannesburg, S. 


Wood Employees Share Profits 


Every employee of J. R. Wood & Sons, 
Inc., New York manufacturing jewelers, 
last month shared in the profits resulting 
from the company’s increased sales dur- 
ing the past year. 

To each employee went a week’s salary, 
or a minimum of $20. The company 
delegated the administration of the 
profit-sharing plan to an employees’ com- 
mittee. 
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ALBERTS 


SONS, INC. 


“The House of Service” 


NEW ENGLAND 
DISTRIBUTORS 
TO THE JEWELRY TRADE 


SCHICK 


DRY SHAVERS 


I. ALBERTS SONS, Inc. 
373 WASHINGTON ST. BOSTON 











PEARLS FIT FOR A QUEEN ... 
From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 
Imperial Pearl Syndicate 


607 Fifth Ave. New York 
5 No. Wabash Ave. Chicago 








aUTTLe 


TUTTLE 
SILVER 
tuct man «=(CO-INC. 


Ww. CANTON ST. 
BOSTON, MASS. 


‘Sitvt 


MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 








For further information address: 
Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 








Summetalic 


Korat Gold on Sterling) 


and STERLING SILVER 
REAL STONE JEWELRY 
Sold direct to retailers 
W. E. RICHARDS CO. 


ATTLEBORO, MASS 





DIMES 


STERLING 


DEBUTANTE 


72 K STREET BOSTON. MASS 








Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 


The Jewelers’ Circular-Keystone 
Chestnut & 5éth Sts. 239 West 39th St. 
Philadelphia, Pa. New York City 




















Where to Buy 
IMPORTED 


China and Glass 





CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. Great 
variety of patterns and designs. 
Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers, 105-107 Fifth Ave., New York 


EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 




















SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 


W. E. LINDEMANN 


GLASS 





CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 


THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. New York 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 


























ROYAL DOULTON 


English Bone China and Earthenware 


THOS. WEBB & SONS 
Wand made English Crystal 


IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 


FINE “ CHINA 
Rone oae, 


Famous the World Over 
Available from New York Stocks 


ROSENTHAL CHINA CORP., 149 5th Ave., New York 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 














| Max Kronstadt, 54, Head of 
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Bristol Seamless Ring Co., 
Wedding Ring Manufacturers, Dies 


Employes and friends of Max Kron- 
stadt, head of the Bristol Seamless Ring 
Co., 71 Nassau St., New York, were 
shocked by his death, which occurred 
on Monday afternoon, March 25, at 
Harkness’ Pavilion — of 


Presbyterian 


The late Max Kron- 
stadt, founder and 
president of Bristol 
Seamless Ring Co. 


Hospital, where he had been a patient 
since returning from Florida a week 
before. Mr. Kronstadt had been in ill 
health for several years. He had spent 
six weeks in Florida and developed 
pleurisy on his return to New York. 

Mr. Kronstadt, who was aged 54, had 
been in the manufacturing jewelry busi- 
ness in New York for about 35 years. 
The Bristol Seamless Ring Co., prob- 
ably the largest producer of wedding 
rings, was organized in 1922 as succes- 
sors to Berger & Kronstadt. He was 
known as a loyal employer and con- 
tributed generously to numerous chari- 
ties. He had an active interest in the 
workmen’s activities of the Rand School, 
7 E. 15th St., at which place his funeral 
was conducted on March 27. 

He was affiliated with the Jewelry 
Crafts Association of New York. 








In the Field of Advertising 
and Trade Promotion 











Beginning April 11, Bulova’s new 
“Senator” models will be featured in the 
company’s announcements over 173 radio 
stations. This new 17-jewel series is 
available in five models, priced from 
$33.75 to $39.75. To help the jeweler in 
his selling displays, a box has been de- 
signed for the “Senator” models covered 
with wineberry colored velvet, crossed 
with metal strips and lined with satin 
of the same color. An advertising and 
mat service and window display material 
on the new line is being made available 
for retailers’ use. 

* * * 

Marking a complete change in its mer- 
chandising approach, Schick Dry Shaver, 
Inc., of Stamford, Conn., has inaugurated 
a nation-wide selling drive designed to 
encourage men to purchase Schick dry 
shavers for themselves as a toilet neces- 
sity rather than depending upon the re- 
ceipt of shavers as gifts. The new cam- 
paign centers around a specially designed, 
flashing, brilliantly colored counter dis- 


| play carrying a Schick dry shaver for 


actual demonstration on_ prospective 


buyers. 





| Longines to Feature Famous Hands 


A new and striking attention-getter 


| in the advertising of watches has been 
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evolved by the Longines - Wittnaye 
Watch Co., and will be the “theme song" 
of their forthcoming advertising cam. 
paign to the public. 

“People are always interested in other 
people, especially when they are famoy.» 
reasoned the advertising department, 
“and many famous people wear Longines 
watches. How can we most effective) 
cash in on the attention value of these 
prominent personages?” 

Why not picture their hands, thought 
someone—the hands that have done the 
things that made these people great 

To dramatize the presentation stjj 
further, Ray Shaw, famous young sculp- 
tor, was commissioned to make plaster 
casts and sculptures of the hands of g 
series of famous owners of Longines 
watches, especially those whose hands are 
an important factor in their work, such 
as Mischa Elman, the famous Violinist; 
Norman Bell Geddes, the renowned de- 
signer; Dr. Walter Damrosch, world 


famed musical director; Dr. Allan Dafoe, 
of quintuplet fame, and others. 

In most of the advertisements the 
hands will be shown as photographs from 
these casts, and prints of the photos will 
be available to Longines retailers to as- 
sist them in tying-in with the national 





The hands of McClelland Barclay, famous ar- 
list, sculptured by Ray Shaw for the Longines. 
Wittnauer advertising campaign. 


advertising. They should make decidedly 
effective window display material. 

Slogan of the campaign to be featured 
in each of the ads, which will run in 
Saturday Evening Post, Life, Time, 
Collier’s, and others, and begin March 25, 
will be “The World’s Most Honored 
Hands Wear the World’s Most Honored 
Watch.” 











Where to Buy 
DOMESTIC 
China and Glass 




















HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 


tr 
OLD WATERFORD 











LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 


Made in America 


ao 


LENOX 


LENOX, INC. Trenton, N. Jd. 
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Retail Federation 
Drives Against 


Wholesale-Retailing 


The American Retail Federation has 
announced a program for an intensified 
big-scale drive to eliminate still further 
the wholesale-retailing and _ industrial 
jobber type of combination. The Federa- 
tion is composed of national associations 
of retailers in seven fields, jewelry, fur- 
niture, food, shoes, dry goods, etc., jewel- 
ers being represented by the American 
National Retail Jewelers Association. 
Twenty-seven state organizations, com- 

sed of retailers in all lines of trade, 
are also included in the membership. The 
drive will, therefore, have a wide basis 
of support in all lines of merchandising, 
and with active cooperation and support 
from so widely representative a section 
of the country’s retail distribution, 
should make much greater progress than 
is possible when any one group of re- 
tailers tries to go it alone. 

The program deals with four basic 
points: 

1. Coordinating the activities of groups 
already working on the problem in order 
to avoid needless duplication of effort 
and expense and to assure effective work- 
ing along sound lines. 

2. The establishment of regional clinics 
to be conducted in various sections of the 
country for the purpose of educating in- 
terested retailers in means and methods 
that have proven helpful in combating 
the evil. 

3. The training of committees and in- 
dividuals who may be appointed by local 
and state groups in order to provide the 
maximum expertness and efficiency on 
the part of the personnel who will neces- 
sarily be doing much of the highly im- 
portant personal contact work. 

4. The preparation and publishing of 
manuals of procedures showing what to 
do and how to do it, what can and can- 
not be done, how to interview large em- 
ployers and others in whose organiza- 
tions the catalogs are distributed with 
the arguments that have proved most ef- 
fective in this line of attack. 

The general direction of the work will 
he assigned to William J. Cheyney, vice- 
president of the National Retail Furni- 
ture Association, who has been active in 
this effort and whose association has had 
outstanding success in combating the 
ee and industrial catalog 
evil. 

A general forum of the American Re- 
tail Federation will be held in Chicago, 
May 15 to 17, at the Stevens Hotel, for 
general discussion by retailers, manufac- 
turers and others, which all business men 
who are actively interested in this prob- 
lem are invited to attend. 


Bogaert Returns to Lexington 


Lexincron, Ky.—Victor Bogaert, Sr., 
president of Victor Bogaert Co., dia- 
mond importers and manufacturing 
Jewelers, with offices in Brussels and 
Paris, has returned to the local head- 
quarters of the firm. Other officers are 
Victor Bogaert, Jr., vice-president; 
Harry A. Rasch, secretary-treasurer, and 
Romay Bogaert, manager. Edwin Bo- 
gaert, former vice-president and man- 
ager, is no longer with the firm. 
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OBITUARIES 


RALPH A. ALLEN, 72, Rochester, 
N. Y. jeweler for 38 years, died March 
11 at St. Petersburg, Fla. He and Mrs. 
Allen celebrated their golden wedding 
anniversary last October. 

GEORGE A. BRAND, head of the 
silver department and secretary of the 
Brand Chatillon Corp., 773 5th Ave., 
New York, died March 6. Mr. Brand 
came to New York at 23 to become a 
reporter on the Morning Journal but 
after three years joined the firm of 
Webster & White as cashier. In 1895 
he became associated with the Mauser 
Mfg. Co., silversmiths, and in 1904 opened 
the retail store for them at 31st St. and 
5th Ave. In 1911 he and Mr. Hier 
founded the Brand-Hier Co. When, in 
1915, Mr. Hier withdrew from the firm, 
Mr. Chatillon took his place and the 
name was changed to Brand Chatillon 
Co. In 1925 the firm was sold to Stern 
Bros. & Co., the diamond house, and 
moved to its present location. 

MARCUS S. BREWSTER, 60, who 
had been associated with D. D. Brokaw 
& Son, jewelry manufacturers at 37 W. 
47th St., New York, since 1901, died sud- 
denly March 7. Mr. Brewster traveled 
extensively through the East and Middle 
West and was well-known and liked by 
the trade. He was a member of the 
Maiden Lane Historical Society and the 
Brotherhood of Traveling Jewelers. 

MILLARD F. CHARLES, 86, jeweler 
of Reading, Mass., died in a Boston hos- 
pital, March 8. An ardent Democrat in 
a Republican stronghold he was town 
clerk in Reading for 38 years. His death 
occurred 12 hours after his son, Norman 
P. Charles was elected to succeed him. 

Cuartes F. Cotoms, 73, who came to 
the United States from his native 
Hungary at the age of 18 to enter the 
employ of the Wittnauer Watch Co., 
with whom he remained until three years 
ago when he was retired on a pension after 
50 years’ service, died of a heart attack 
at his Hillsdale, N. J., home, on March 5. 
He was widely known in this country and 
abroad, and for years was called the 
“dean of watch salesmen.” 

CLARENCE E. CUNNINGHAM, 73, 
who operated a jewelry store at the 
same location in Omaha, Nebr., for 30 
years, died March 13. 

JACOB DeYOUNG, 81, senior mem- 
ber of the Boston wholesale house of J. 
& S. S. DeYoung, who is believed to have 
been the first American-born diamond 
cutter, died March 13. He had been very 
active in the business until a few weeks 
before his death. It was a custom of his 
to make a daily round of the old estab- 
lished retail firms of the city greeting 
his many friends. Mr. DeYoung was 
born in Boston, the son of an Amster- 
dam diamond-cutter. The rules of the 
diamond cutters’ guild at that time de- 
creed that only sons and brothers of 
craftsmen could serve an apprenticeship 
and he was the only eligible American. 
He was a member of the Jewelers Board 
of Trade. His son, S. Sidney DeYoung, 
will continue the business. 

W. T. EISENSMITH, 73, jeweler and 
optometrist prominent in the business 
and civic life of Charleston, W. Va., died 
Feb. 26. He was president of the state 
board of optometry for many years and 
organized the Kentucky State Optical 
Association in 1899. 

JOSEPH F. FEELEY, SR., 72, trea- 
surer of James R. Feeley Co., Inc., Provi- 
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dence, makers of religious goods, died 
Feb. 20. 

THomas M. Getcrr, 34, secretary of 
Geiger & Ament, Louisville, Ky., jewel- 
ers, died Feb 18, after a long illness. 

MILTON GREENBAUM, who had 
been in the diamond trade for 20 years 
until recently, died March 12 in Florida. 
His business had been located at 22 W. 
48th St., New York. 


Mervin R. Henry, 53, former Buffalo, 
N. Y., jeweler, died recently in the 
fishing camp he had been conducting 
commercially since he gave up his store 
about five years ago. 

JOHN D. KENNEDY, 89, retired 
jeweler, died at his home in Philadel- 
phia, Feb. 19. He conducted a store 
with his brother, Alfred, at 102 S. 13th 
St., Philadelphia, until his retirement in 
1933. 

AmeprE D. Lessarp, 49, engraver and 
diamond-setter at Holyoke, Mass., died 
March 8. 

CHARLES D. LYONS, 76, proprietor 
of the C. D. Lyons Co., manufacturing 
jewelers of Attleboro, Mass., died March 
3, in a Boston hospital. He established 
his business in 1886 and until recent 
years traveled extensively. 

GODFREY J. PHILLIPS, 76, presi- 
dent of Phillips Brothers, jewelers in the 
Provident Bank Bldg., Cincinnati, died 
after a ten-day illness. 

WILLIAM B. POWELL, 67, inde- 
pendent sales agent for silver companies 
who had his office at 2 Maiden Lane, 
New York, died March 1 at his East 
Orange, N. J., home. 

Cuartes E. Seno, Sr., 75, operator of 
Seng Jewelers, Louisville, Ky., for more 
than 45 years until his retirement two 
years ago, died Feb. 25, at the home of 
his son in Atlanta, Ga. 

Epwarp ScHNEwER, Sr., 74, proprietor 
of a Louisville, Ky., jewelry store for 
40 years, died of a cerebral hemhorrhage 
while vacationing in Florida. He retired 
recently, turning the store over to a son. 

WILLIAM CHARLES SHAW, 78, 
president of Shaw & Brown, Washing- 
ton, D. C., jewelers until his retirement 
three years ago, died March 7, in a 
Rockville, Md., sanitarium. 

OWEN SHERWOOD, 65, retired 
jeweler of Louisville, Ky., was fatally 
injured in a grade crossing accident in 
Florida. 

WILLIAM A. SMITH, 76, for many 
years a traveling representative of the 
Waltham Watch Co., and well known to 
jewelers of the northwestern and central 
states, died March 12 after a year’s ill- 
ness. 

WILLIAM F. STREETER, 71, pio- 
neer manufacturer of costume jewelry, 
died March 15. In 1899 he started busi- 
ness in Providence in his own name and 
continued it until after the World War. 

HARRY C. SUTTON, 76, jeweler at 
Harrisburg, Pa., for more than 35 years, 
died March 6. After learning watchmak- 
ing at the Ezra Bowman Institute in 
Lancaster, Pa., he was retained as in- 
structor. 

M. L. Wrrxovensy, LaSalle, Ill., jew- 
eler until a year ago, died at his home 
in Chicago, Feb. 15. 

DAVID M. WISE, for 33 years with 
M. Sickles, Philadelphia wholesale house, 
died March 12 from a paralytic stroke 
suffered on March 2. 
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q Don R. Leveridge, who has been sell- 
ing for the firm of A. D. Leveridge, dia- 
mond importers of 607 5th Ave., New 
York, while taking courses at the Uni- 
versity of Chicago, visited the trade in 
Chicago, Cincinnati and other Mid-West- 
ern cities the week of March 18. 

q E. I. Huppert, Jr., of the W. Green 
Electric Co., Ine., 11 John St., New 
York, will leave April 10 on a trip 
through Eastern Pennsylvania to demon- 
strate the firm’s new Selectro plater. 
q James J. O’Grady, manufacturers’ 
representative in the Chicago territory, 
has recently become associated with the 
Rathbun Moulding Corp., Salamanca, 
N. Y., with his headquarters at 35 E. 
Wacker Drive, Chicago. 

q Arnold Price, of The Ball Co., left 
Chicago early in March for a special 
business trip through the Southwest and 
Pacific Coast territory, traveling by 
auto. He expects to be away from his 
desk about two months. 

q Bob Wilson, who is well known to the 
Mid-West through his association with 
the International Silver Co., for more 
than 26 years, now represents the New- 
ark Jewelry Mfg. Co., 18 Columbia St., 
Newark, N. J., calling on the wholesale 
trade. 

q George Flemming, who _ represented 
Bojar Co., Providence, for several years, 
announces his resignation and now rep- 
resents the Dabro Co. of Providence, 
manufacturers of  gold-filled cameo 
brooches, pendants, etc. Mr. Flemming 
will continue to maintain offices in the 
Heyworth Bldg., Chicago, and will cover 
the same Mid-West and Southern ter- 
ritory. 

q After a short absence, Ed Williams 
is back with The Ball Co., Chicago, and 
calling on his friends of the trade in 
parts of Michigan and other Central 
states in which he has traveled since 
1911. After a few years as city salesman 


Ed. Williams, back 
again with the Ball 
Co., is calling on 
his many friends in 
the Central states. 





for Emil Braude & Bros. in Chicago, he 
joined the T. R. J. Ayers organization 
in Keokuk, Iowa, in 1911 and four years 
later became Michigan representative 
for Depres, Bridges & Noel in Chicago. 
When this company merged with The 
Ball Co. in 1927, Mr. Williams was one 
of the men incuded in the merger. Ed’s 
home is in La Grange, Illinois, but be- 
cause of his fondness for fishing and 
outdoor life, he established a home at 
Crystal, Mich., where the family spend 
about half of each year. 

qM. J. (Mike) Opperman, of Eijsen- 
stadt Mfg. Co., St. Louis, well known 
salesman in Indiana and Illinois, has 
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been confined to his home since Jan. 1 
with a painful broken foot and_ shin 
bone. 

q Roy Pollard, well known to many 
jeweiers throughout the South Central 
states, has joined the sales staff of Eisen- 
stadt Mfg. Co., St. Louis. Roy, who for 
many years has been calling on the trade 
in this district, is representing the House 
of Eisenstadt in Louisiana, Oklahoma 
and West Texas. 

q Burt Streeter, who has been represent- 
ing Eisenstadt Mfg. Co. in Kansas, Ne- 
braska, Oklahoma and West ‘lexas, was 
recently transferred to St. Louis where 
he is in charge of city sales in the 
greater St. Louis metropolitan area. 
q George S. Taylor, for many years the 
manager of R. Wallace & Son’s Phila- 
delphia offices, is at present representing 
the Watson Co. at 347 Fifth Ave., New 
York. This territory is not new to him 


George S. Taylor, 
who now represents 
the Watson Co. in 
New York. 


for he spent several years there for the 
former concern prior to his transfer to 
Philadelphia. He expressed pleasure at 
his homecoming to New ¥ork, in spite 
of the difficulty encountered the first 
several days during exploration of the 
maze of New York’s subway system. 
q Robert Gau, who has been identified 
with the Klein Bros. Co., Cincinnati,: for 
five years, will travel the Southwest for 
the firm. He succeeds Walter Schaeffer, 
who resigned from Klein’s to become 
associated with the C. A. Kiger Co., at 
Kansas City, Mo. 

q Sydney Alberts, of I. Alberts Sons, 
Inc., Boston wholesale jewelers, is so- 
journing in Miami. 

q Jack H. Ferris, salesman for several 
years in another industry, now is an as- 
sociate in the Cincinnati headquarters of 
the Waltham Watch Co. He is working 
with Lars R. Olsson and James Goode 
and took the place of Richard Fenster- 
macher who was transferred to the Chi- 
cago area of the watch concern. 

4 A majority of Cincinnati’s “men of 
the road” are back in their native 
haunts, from the first long trip of the 
year. Some are enthusiastic about con- 
ditions, while others said business is only 
fair. The “boys” are still in the mood to 
build up a large attendance for the com- 
hined outing to be given by wholesale 
houses and the Town Criers at Ryland, 
Ky., during the first week in June. A 
goal of 100 guests, all of them retail 
iewelers from surrounding states, has 
been set by Clarence Loeb, chairman of 
the entertainment committee, and Julian 
G. Schwab, chairman of the Criers’ pub- 
licity group. 
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q Some of the visiting road men drop- 
ping in Cincinnati for a day or two in- 
cluded: Herbert Schultz, Kalph Beggs 
Co.; Fred Longden, Roy Mfg. Co.; 
James Lester, International Silver, and 
Bill Hayes, Ronson. 
q Gus Sweetland, of C. W. Sweetland 
& Son, Inc., Boston, wholesale silver. 
ware house, left early last month fora 
vacation in Florida. 
q Mrs. Elizabeth Getschal, daughter of 
Albert S. Smyth, head of Albert §. 
Smyth Co., Inc. Baltimore wholesaler, 
presented her husband with a fine boy 
on Feb. 18. 
q J. K. Munger has taken over the 
duties of zone manager for Schick Dry 
Shaver, Inc., with headquarters in New 
York City. Munger was formerly East- 
ern district manager for the Toastmas- 
ter Division of the McGraw Electric Co. 
in New York. In his new duties he will 
supervise Schick Dry Shaver activities 
and field operations in the Eastern part 
of the United States 
q Frances Burdine Bell, popular Atlanta 
city “salesman” for Ewing Bros., was 
married Feb. 17 to John W. Cheesman, 
of Atlanta, and is now back on the job 
following a vacation spent in Florida. 
q.S. S. Strouse, who covers a large part 
of the Southeastern states for J. Engel 
& Co., Ine., wholesale jewelers of Bal- 
timore, took time out from his last busi- 
ness tour of the territory to go to 
Kawama Beach and Varadero, Cuba, for 
a vacation trip. Accompanied by Mrs. 
Strouse, he was due to get back to head- 
quarters some time during April. 
q Bulova’s credit manager, Frank 
Sheinberg, now claims a chest expansion 
four times greater than ever before. He 
assures jewelers everywhere that the 
new Sheinberg model has a terrifically 
high AAAAAA-I rating, having weighed 
in at 8 lb. 7 oz. and rapidly increasing 
in cost, weight and importance. The 
new model has been called Eric Paul 
S. and is a true chip off the old block. 
He hasn’t any credit troubles to rant 
ahout as yet. Mr. Sheinberg has been 
with Bulova Watch Co. for almost 15 
vears and reports that there is another 
lad in the family, too, who has just 
turned five. 


Indianapolis Fingerprints Pawners 


TInprIaANApPotis—The city ordinance reg- 
ulating pawnshops, the main provision 
of which requires thumb prints of per- 
sons pledging articles, was held consti- 
tutional by the Indiana supreme court 
recently. William and Theodore S. 
Medias, pawn brokers, had appealed on 
the grounds that the requirements of 
thumb prints was a violation of Consti- 
tutional personal rights. 

The court ruled that “while for ages 
one’s handwriting has been a means of 
identification, a more foolproof means 
has been used more recently in finger- 
prints. With forgery possible in hand- 
writing, but not in the use of finger- 
prints, this circumstance within itself is 
most persuasive of the reasoné tbleness 
of the requirements of the ordinance.” 
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LETTERS TO THE EDITOR 


Jewelers "Biggest Saps" 
Editor, JEWELERS’ CrrcuLar-KEyYSsTOoNeE: 
Last October we bought a 1.04 carat 
diamond, good color Slightly imperfect, 
and had it mounted in a man’s yellow- 
gold mounting with two side diamonds 
regular value, $250 wholesale, for which 
we paid $225 as one of us was going to 
wear it. ; ; 
We bought this from a reliable im- 


yorter from whom we have bought dia- 
monds for the past 40 years, and in our 
opinion the value was absolutely ok. We 
sold this diamond last month, taking in 
a fair quality stone approximately three- 

arter carat, the mounting of no value, 
for which we allowed our customer $225 
and asked $450 for the 1.04 diamond 
ring. 

Some several days later our customer 
was in Memphis and had the diamond 
ring appraised by two jewelers who to 
our utter surprise gave him a written 
statement that they could duplicate that 
same value for $250 and $265 retail. 

These two jewelers so dissatisfied our 
customer that there was no convincing 
him that we had not skinned him alive, 
even though we offered him $50 to go to 
either one of the jewelers and buy a ring 
of the same quality and size for $250. 
They had so poisoned his mind we had no 
choice in the matter, except to return 
his diamond to him and credit his ac- 
count, as he had not paid the difference. 
Consequently we lost a $450 sale and 
they won’t make one to him either be- 
cause his confidence in the whole jewelry 
industry is destroyed. 

To my mind retail jewelers, and I am 
one of them and have been for 20 years, 
are the biggest saps that ever lived. 
Why can’t we all work together to build 
up instead of tearing down? 

(Signed) 
H. T. Purvis 
Jonesboro, Ark. 

(With the facts as you have suggested 
them, we have only one possible opinion 
and that is rather difficult to express in 
polite language. Destructive competi- 
tion of this sort is one of the worst 
curses of the jewelry trade. And it is 
a pity that supposedly reputable con- 
cerns should stoop to these tactics of 
the “borax” houses.—Ed.] 





Urges Duty Upon Rough Diamonds 
Editor, Jewerers’ Crrcutar-Keystone: 

I am writing this letter to draw your 
attention and that of the jewelry indus- 
try to a subject which I believe is of 
considerable importance, and a situation 
which I feel should be remedied. 

At the present time, as you know, 
rough diamonds are shipped to the 
United States of America, duty free. I 
believe that this is unfair and unjust to 
American importers and dealers in rough 
diamonds, especially in the industrial 
grades. 

Many of the largest European dia- 
mond dealers who were formerly the 
suppliers of American importers have 
established sales offices in various Amer- 
lean cities where they employ managers 
who purport to be commission brokers 
operating on a small commission. Through 
this method foreign merchandise is really 


sold direct for these European dealers . 


who are thereby enabled to dispose of it 
at lower prices than American dealers 
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because their agents are liable for in- 
come tax only on the profit shown on 
their books as commissions, while the 
aciual profit can be covered up by con- 
signment invoices at higher than their 
values. Consequently the true profit on 
these transactions never shows up in 
America and those foreign houses are 
able to get an unfair advantage over 
American importers. I believe that in 
the interests of American dealers in 
rough diamonds such goods should not 
be allowed to enter this country free of 
duty and that Congress should alter the 
present Tariff Act in that respect. 


(Signed) L. M. Van Mopres 
Diamond Importer and Cutter 
Newark, N. J. 


Good Work, Good Price 
Editor, Jewerers’ Crrcutar-KEYSTONE: 

In answer to question 5271 submitted 
by A. B. in the December issue’s Work- 
shop Notes, I do not believe a first-class 
repairman will deliberately operate a 
repair department at a loss to himself or 
to the store for which he works. I judge, 
A. B., that you have a small store oper- 
ated by yourself from your statement, 
“to get ahead of my competitor.” I 
would say that you were having a hard 
time keeping up with him, to say the 
least of getting ahead of him. 

I can hardly believe, that if your com- 
petitor is a man who turns out first-class 
repair jobs, he is getting anything but 
fair prices for his work. On the other 
hand, if he isn’t, then his customers are 
surely getting nothing but “botched” 
workmanship and most likely very poor 
time from their repaired watches. If 
you, Mr. A. B., will get good prices 
for your work, then the customers you 
get will surely pass the word around 
that the watches you repaired for them 
are keeping time, and then the odds are 
with you that a fairly large percentage 
of your competitor’s cheap work will 
come in to you to be repaired right. 

If you can sell your merchandise, then 
selling an overhaul job at a fair price 
should be just as simple. My advice to 
you is to get a fair price for your work 
and time, sell as many overhaul jcbs 
as you can at that price, and eventually 
your problems will work out by your 
competitor’s cheap work. I say that 
“it is better to have lost a repair job 
at a fair price than to have lest time 
and money on a cheap one.” I know! 

Henry West. 
618 Main St., Stillwater, Okla. 





Jeweler-Watchmaker Cooperation 
Editor, Jewerers’ Crrcutar-Keystone: 


In almost every state or group of 
states there is a retail jewelers’ conven- 
tion and also some horological guild 
meetings which are mostly local affairs 
except for the national conventions of 
the Horological Institute of America 
and the United Horological Association. 

Many of these horological guilds 
spring up like mushrooms and die just 
as quickly. Only in such states as 
Indiana, Tennessee and California where 
there is real cooperation between retail 
jewelers and watchmakers are these 
guilds continuing to be any good. Every- 
one knows that a good watchmaker is a 
valuable asset for the retail jewelry 
business, so why shouldn't the retail 
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jeweler cooperate and when there is a 
retail jewelers’ convention make it a 
joint meeting of the jewelers and watch- 
makers. This is the only way to succeed 
in solving many of the difficulties that 
stand in the way of an honest and pros- 
perous retail jewelry trade. It also 
would help to give jobs to many watch- 
makers who are out of work. My fight- 
ing on this subject may be only a drop 
in the bucket but that doesn’t make any 
difference to me. I believe in always 
fighting for what is right. 
James A. Scoccint. 
Baltimore, Md. 


Silver Sale" Ruined Sale 
Editor, Jewe ters’ CircuLtar-KeystTone: 

We were interested in one of your 
recent articles concerning the disadvan- 
tage to silver plate merchandising cre- 
ated by the practice of semi-annual dis- 
count sales, and I shall try to describe 
an incident which occurred a few days 
ago at our store. 

A young lady came in to inquire about 
the * * * * * pattern displayed in our 
window. She was very enthusiastic 
about the beauty of the design and 
sounded like a good prospect. Just then 
another young lady, to whom we sold a 
set of the same pattern during the sale, 
came in and in the ensuing conversation 
informed our prospect that she had pur- 
chased hers at the discount price. Im- 
mediately our first young lady lost in- 
terest and I doubt very much that she 
ever buys that brand of plate. 

(Signed) L. A. 
Gothenburg, Neb. 


LARSEN. 


Did You Repair This One? 


Editor, Jewe ers’ CircuLaR-KEYSTONE: 

We are endeavoring to identify the 
skeleton of a middle-aged man who ap- 
parently hanged himself in this county, 
and would appreciate any assistance you 
can give through your publication by 
listing the following description of a 
watch found near the remains: 

Man’s Elgin open face pocket watch; 
case, No. 783502; movement, No. 31051- 
471; repair numbers, 3456A and TX434; 
Keystone nickeloid case; stem wind; 
white face with black Gothic italic or 
Old Style italic numerals. 

C. W. Smrrx, 
Chief of Police. 
Chesterfield, Va. 


A Pointer on Pointers 
Editor, Jeweriers’ CircuLarR-KeYsToONe: 
It is fortunate that my two registered 
pointers cannot read, for if they had 
had seen the scurrilous squib in the 
J.C.-K. (See Chicago page, No. 106, No- 
vember issue) wherein you called them 
“hounds” they might have died from 
shame. Reading is about the only thing 
they cannot do. 
(Signed) A. W. Cuvurcn, 
Star Watch Case Co., 
Ludington, Mich. 
[The careless “news-hound” who is re- 
sponsible for this error is now in the 
dog-house.—Editor. ] 
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FUCIUS SAY: 


<4 LONG TO FIX WATCH LOSE BOTH 
SPROFIT AND CUSTOMER |"~ 


" The WATCH-MASTER is saving time and 


money while making thousands of new cus- 







COMFORT 


Always a great lover of comfort, Ben- 
jamin Franklin is sometimes credited 
with the invention of the rocking chair. 
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enables the watch-maker to back up prom- 
ises to patrons with speed and accuracy on 






Thousands of contemporary Americans, like- 
wise lovers of comfort, repeatedly stop at the 
Benjamin Franklin when in Philadelphia. 
They like its large, bright rooms, convenient 
location and moderate rates. 1200 modern 
rooms with bath and circulating ice water. 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 


lorological Department 





Old Swiss-Made “English” Watches 


Part two in a series, *““What Is My Old Watch Worth?” 
By John J. Bowman, chairman of the educational committee, 


Horologieal Institute of America 


| was explained in the previous article that the 
ability to judge rarity, and hence value, in old 
watches——that is, the personal judgment that is needed 
—is built up, first, by studying certain recommended 
books that deal with the history of watchmaking, the 
technical evolution of watch mechanisms, the biography 
of former watchmakers, and the tabular dating of hall- 
marks. Then, using this as a background, and guide, 
such “book-learning” must be brought to life by study- 
ing specimens of old watches. This is a process of 
educating the eye, so that it becomes expert in identify- 
ing and appraising what it sees; the same process that 
is gone through in becoming a gem expert or an expert 
judge of anything else. This study of old watches, 
themselves, is the concern of the present article. 

But how can we decide, from among the thousands 
of watches of various kinds and periods of origin, which 
few watches to describe and discuss in a magazine ar- 
ticle that must be brief? Evidently we must adopt some 
principle of selection to avoid becoming lost in a wilder- 
ness and getting nowhere. And for this, advantage 
shall be taken of the writer’s many years’ experience, in 
studying thousands of the old watches that have been 
in use here a century and more ago and have long been 
in the discard; and by selecting for discussion a very 
few distinct types that are not valuable, and that com- 
prise about nine-tenths of the old watches in existence, 
outside of collections, in this country. Then you should 
be able to identify these, and eliminate them from fur- 
ther consideration immediately. This will simplify 
matters by leaving only about a tenth of the number of 
watches, among which will be found any that have some 
features of rarity that would make them of more or less 
value. 

Now the reasons for choosing the typical watches 
that are not rare, should be clearly explained. This 
requires a look backward into a specific period of watch- 
trade history. 

During the American colonial and earlier national 
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periods, nearly all the watches carried here came from 
England. Not only had English watches then, in the 
world-market sense, the highest reputation; but 
England’s trade and navigation laws saw to it that her 
American colonists bought their manufactured articles 
from the mother country. It was indeed mostly our re- 
sentment of these laws that resulted in American 
independence in 1783. But after that, in spite of 
greater freedom of trade, Americans continued to prefer 
English watches on their merits; and the high prestige 
of English horology continued here until during the 
decade about 1840-1850. Then, by that time, two things 
had occurred. One was the exploitation and abuse of the 
reputation of English watches by English firms them- 
selves, who developed a practice of having watches 
made in Switzerland, cheaper than could be made in 
England, marking them with English makers’ names 
as if they were English-made timepieces, and exporting 
these in vast quantities to America. 

The average quality of these watches was not as 
good as that of English-made watches; so the high 
reputation of the English product was gradually under- 
mined. Meanwhile the Swiss industry on its own ac- 
count entered the American market with the best watches 
it could make. So the English watch trade here suffered 
an increasing decline, for the double reason of lowering 
reputation for watches supposed to be made in England, 
and of Swiss competition; and on top of this, soon after 
1850 the beginning of watch manufacturing in America 
was seen. i 

Remember, however, that what has been said con- 
cerns the trade in commercial or middle-grade watches 
from England, and not the comparatively few fine hand- 
made masterpieces. The latter are not among the nine- 
tenths of the old watches that have no rarity; they are 
rare and valuable, and seldom turn up for appraisal. 

The history just related can be interpreted to show 
why almost all of the old watches that are brought to 
American jewelers for opinions of value are either 
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English watches or Swiss-made counterfeits of English 
watches. Ordinary watches that were newly put in use 
here later than about 1850 are outside of this discussion, 
as they are of too recent origin to be considered “old” 
watches nowadays. 

In watch collections here there are, of course, many 
watches of other than English origin; but neither are 
we concerned about these, as most of them have been 
imported as antiques; whereas it is the watches formerly 
in actual use that form the bulk of those that jewelers 
are asked about. 

So the watches chosen as examples for our purpose 
shall be of those bearing the name of the largest former 
exporter of watches from England to America, of both 
English and Swiss origin; and this was the Tobias firm, 





Fig. | B 


of Liverpool, England. What is said about the Tobias 
watches is true also of many other watches bearing 
different names, but with Liverpool addresses. Liver- 
pool was the principal seaport for American export 
trade, and this drew to that city the largest firms in 
the business of shipping watches to America; and ex- 
plains why most of the old watches that turn up here 
have Liverpool addresses. on them. 

Michael Isaac Tobias began business in Liverpool] in 
1807, and this business continued, under several changes 
1864. Its 
Liverpool were: No. 5 Pool Lane; 20 Lord St.; 22 
Lord St.; and 3 Doran Lane. 


of firm-style, until successive locations in 
The Tobias watches bear 
variations of the firm name, the principal ones being 
M. I. Tobias; M. I. Tobias & Co.; and M. J. Tobias & 
Co: 
Tobias & Co.—‘“‘and thereby hangs a tale.” 
“J” instead of “I” 


the watch so engraved was made in Switzerland, al- 


But by far the most of them are signed: M. J. 
The use of 
as the middle initial indicates that 


though the English address is given. This, however. was 
not intended as a code device for telling where the watch 
was made, but arose from the fact that in Switzerland, 
the letters “I” “— 
So if a watch has this “J” in the Tobias firm-name. 
that in itself proves its Swiss origin. 


and were used interchangeably. 


Before going on to the matter of examples of. Tobias 
watches, it should be noted that there was a Tobias 
firm in London, whose watches must not be confused 
Morris Tobias 
had a shop in the Wapping seaport district of London, 


from 


with those of the Liverpool Tobias. 


1794 until about 1840, where he made marine 
chronometers, clocks and watches. His principal busi- 
ness was in chronometers; he made comparatively few 
watches, these of very high grade; and they are now 
are and valuable collectors’ items, and thus in a dif- 
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ferent class entirely from most of the Michael Isaac 
Tobias watches of Liverpool. 

In Fig. 1 is shown a Tobias watch of his earlier 
period, a watch made in England, with full-plate move- 
ment, fuzee power-equalizer (in which the mainspring 
barrel turns the fuzee and mainwheel by pulling on a 
chain) and lever escapement. The dust-cap to cover 
the movement is shown at B. These features, and the 
use of “I” instead of “J” as the middle initial in the 
name, all prove the English origin of this watch. 

Further proof of this is not needed, in this case; but 
if the question arises about some full-plate “English- 





looking” watch without a maker’s name or address, it 
can be settled by looking at the escapement. If the 


escapement is like 4, Fig. 3, with sharp-pointed escape- 
wheel teeth, the watch is English-made. Any Tobias 
watch that has value would be among his that were 
made in England. Even of these, most are not rare at 
all; but once in a while one of beautiful workmanship, 
in a fine sold gold case, apparently specially made, is 
found and is valuable on its technical merits. 

Now look at Fig. 2. This shows the typical Tobias 
watch made in Switzerland to sell in America on the 
strength of the reputation of English watchwork, while 
of inferior quality and production-cost. What indicates 
Swiss origin is the “bar” (bridge) type design of the 





A 


Fig. 3 8 


framework of the movement, and the form of its lever 
escapement shown in Fig. 3,B. This is a club-tooth 
steel-wheel lever escapement with right-angle pallet, 
with the counterpoise weight seen at the opposite end 
from the fork—the typical Swiss lever escapement of 
the period. On Tobias watches of this design, the name 
is always engraved (on the inside cap of the case): 
M. J. Tobias & Co. 

It was this kind of watch that was exported to Amer- 
ica in such vast numbers between about 1820 and 1850; 
so that most of the old watches that turn up here now 
to be judged are of this kind. Whether they have silver 
or gold cases, their present value is not more than the 
junk value of their cases. 
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ISCONSIN LICENSING—Please give me an serial numbers than any of the genuine ones. If you 
idea of the rules under which the licensing of will send us the number on your watch, if this comes 
watchmakers is carried on in Wisconsin. What amount within the range of the genuine ones, we would then sug- 
of ability must a man have to work there, what the fees gest that you send the watch on for inspection, for 
for license, and anything else you could tell me about further verification, since there are other indications of 
it? (Question No. 5300.) R. G. S. genuineness. But the trouble of shipping watches can 
Answer—We believe that if you would write to B. W. be avoided in many cases by considering the serial num- 
Heald, 339 N. 35th St., Milwaukee, Wis., who is secre- bers first of all, thus eliminating some counterfeits with- 
tary of the Wisconsin Licensing Board, he could send out inspecting the watches. If a watch is found to be 
: genuine, we can then discuss the matter of its value. 


you printed matter explaining the subject in question. 
ORN ENDSTONE—How can I remove a little OLD LEAF SCRAP—Is there any way of testing 
hollowed-out spot found in the face of an end- the gold used by menpeniam, for value to buy it 
stone, apparently worn by the pivot working against it? as old gold? This is offered us in scraps and little rolled- 
(Question No. 5301.) D. H. B. up balls, the waste from using it in coating raised 
A Duk the « nla se i wooden letters on signs. It is too flimsy to rub on the 

nswer—Rub the stone on a flat copper lap chargec test-stone. (Question No. 5303.) R. H. Co. 

with fine diamond powder. Or hold the stone against a 
diamond-charged lap rotating in the lathe. If the pit in 
the stone is deep, the stone should be removed from the 


setting, and reset after lapping it. In some cases, it may 
be necessary to reset the endstone in a new setting, de- 


Answer—Press the pieces of leaf, in whatever form, 
all together as compactly as you can into one ball. Hol- 
low out a place in a block of jewelers’ charcoal a little 
larger than the ball of gold leaf, which is to be placed 


in this receptacle and covered with powdered borax, or 
Melt the ball of leaf, using a 


pending upon the effect found to result as to endshake, ’ 
appearance of the top of the setting in the balance cock, boracie acid crystals. 

engagement of the screws in holding the setting down in rather broad blue blowpipe flame, blown “softly” at first 

until the flux has melted over the gold. Continue heating 

until the leaf is melted into a solid mass, which allow 


its seat, and so on. 

to cool. The ball or bead of solid gold resulting may now 
be tested just like a piece of ordinary junk. The karat- 
quality of gold leaf varies somewhat; but the mass will 
erhaps avera d 22k hich i le to 
Answer—If the watch is a genuine A. L. Breguet a , with sb8 ' oe —_ wie 
; — : try first in comparison with the bead of gold. Since this 

piece, it is rare and valuable. The first thing necessary ; ; . } si: . 
: ‘ mage ena. is a high-karat fineness, instead of nitric acid, use aqua 
is to determine whether it is genuine; many more watches é ; gil . . 
regia for testing. This is three parts hydrochloric acid 
and one part nitric acid. After finding the karat-fineness 


were made during and after the period of Abraham 
Louis Breguet’s career that were counterfeit, than genu- 
of the bead, weight it and apply your regular per-karat 
It should 


ine specimens of his work. Breguet was the greatest of 

French watchmakers, and his work is in every case a per-pennyweight figuring to obtain the value. 

masterpiece. We have the serial numbers of most of the be mentioned that some of the metal-leaf used by sign 

watches he made, with some description of some of them. painters is not gold at all, but base metal. So a prelim- 
inary test may be given by applying nitric acid directly 


Nearly all the counterfeit Breguet watches have higher 
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REGUET WATCH—What is the value of an old 


watch with maker’s name “A. L. Breguet” on the 
inside cap of the case? (Question No. 5302.) P. B. O. 











to the leaf; if this is base metal, it will boil up green 
under the acid and dissolve. 


SCAPEMENT “DRAFT”—What is it that is called 
draft in the lever escapement? (Question No. 
5304.) P. M. Co. 

Answer—‘‘Draft,” or “draw” in the lever escape- 
ment is an effect in the action that holds the fork with 
moderate firmness against a banking pin. This effect is 
produced by setting the locking face of a pallet stone at 
a certain angle to the force with which the escape 
wheel presses a tooth against the locking face of the 
pallet stone. The draw produced by this force has the 
effect of drawing the pallet stone downward into the 
escape wheel, which in turn, by leverage of the pallet- 
arm, presses the fork-lever against the banking. If the 
pallet stone is set by swinging its acting end farther 
toward the escape wheel tooth resting on the locking 
face, the power of draw will be increased, and vice versa. 
The stone should be set at an angle of draw that will 
produce sufficient power to hold the lever against the 
banking firmly enough not to be jarred away from the 
banking by any ordinary blow the watch may be given 
in use. Excessive draw would make the escapement un- 
necessarily hard to unlock; would waste power that must 
come from the balance in unlocking; and would interfere 
with the accuracy of timekeeping effort by the balance. 


AR” MOVEMENT-—I read in an English horo- 

logical magazine about a watch movement called 
a bar movement, but there was nothing that explained 
what kind of movement this is. Please explain. (Ques- 
tion No. 5305.) F. V. 


Answer—A “bar” movement, so called in England, is 
what in America is called a “bridge” movement—in 
which the upper pivot bearings are in a series of bridges 
or bars, instead of in a plate; in which therefore the 
wheels of the entire train are exposed to view, instead 


of hidden by a plate. 


06 


LI TERRY CLOCKS—Why do Eli Terry clocks 

sell for much higher prices than any of the other 
makes of old New England clocks? (Question No. 
5306.) H. M. 


Answer—Eli Terry’s career was in two distinct per- 
riods. From 1792 until about 1809, he made clocks by 
hand in very small quantity; so few that these clocks are 
exceedingly scarce and therefore have usually sold at 
high prices. In 1814 he invented an arrangement of the 
acting parts for clocks that was a great improvement, 
and many clocks were made by him with it, on a sub- 
divided handwork plan resembling in ‘a way the “‘mass- 
production” manufacturing methods of today. So many 
of these clocks were made, that although they bear Eli 
Terry’s name, they are not at all rare, and do not com- 
mand particularly high prices now. Not only this, but 
Eli Terry licensed many other manufacturers to use his 
patent, and many thousands of clocks exist labeled “Eli 
Terry’s Patent,” but made by other makers. These are 
sometimes mistakenly considered clocks actually made by 
Eli Terry. The very high prices noted as paid for Eli 
Terry clocks are generally for those he made, himself, 
between 1792 and 1809; not for his later product. 
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EPAIRING BIFOCALS— Have for repair a 
rather old pair of bifocal spectacles. The bifocal 
parts seem to be fastened on ordinary lenses with some 
kind of cement. In taking the lenses out before I soldered 
the steel frame, I must have moved the bifocal part, as 
it came a little separate from the main lens, making 
some bubble-like appearance that cannot be seen through. 
How can I make this right again? (Question No. 5307.) 
M. C. 

Answer—With a piece of pegwood, push the bifocal 
part off of the other lens. Immerse both in alcohol to 
remove the old cement, and clean them. Spread some 
Canada balsam, obtainable of a drugstore or your supply- 


‘house, on the small lens, and press the two lenses 


firmly together, squeezing out all the cement possible 
from between the lenses. Clean off surplus cement 
with a clean rag wet with alcohol. This job is easy to 
do quickly, and will put the lenses in perfect “seeing” 
condition. 


CORD WATCH BRACELETS ARE IMPROVED 
A truly noteworthy improvemeut in the method. of 
attaching the cord in the silk cord type of watch brace- 
lets has been developed by Bruner-Ritter, Inc., and is 


_now available to the trade. 
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Known as the “Teles—Clik,” this new arrangement, 
which is incorporated in Bruner-Ritter’s new line of silk 
cord bracelets, is based upon two essential features, both 
of which are entirely new ideas. 

The first is that the box into which the ends of the 
cord are inserted is made in two pieces, one of which 
telescopes into the other, as shown in the accompanying 
sketch. When the inner cartridge is removed from the 
outer shell or box, the jaws which hold the ends of the 
cord spring apart. The cord ends are then laid in place, 
the jaws pressed together to grip the cord, and the cart- 
ridge pushed back into the box again, where it snaps 
securely into place, being anchored by a lug on the upper 








surface of the cartridge which engages a corresponding 
hole in the outer box. Although the cartridge is firmly 
anchored, it can be easily removed when it is desired to 
change the cord, by simply pressing down on the lug 
with a sharp instrument till it disengages, and then 
sliding it out of the box. 

The other unique feature of this new type of watch 
band is a special chemical treatment of the silk cord, 
which eliminates fraying and unravelling of the ends. 
When the cord is cut, a lighted match applied for an in- 
stant to the ends which, through the action of the chem- 
ical, causes the thread to mold into a plastic-like tip that 
cannot fray out. The advantages of this feature will be 
instantly apparent to any jeweler or watchmaker who 
has had the job of trying to insert an unravelling end. 








Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 


word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
fer. as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St... New York 








Situations Wanted. 
Under this heading, 75c. for first 25 


words, 5c. for each additional word; 
minimum charge, 75c. 








STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 


WATCHMAKER, 28 years’ experience, 
fine workman; best of references; de- 
sires to make change; New York City. 
Address “O., 2518,’ care Jewelers’ Cir- 

cular-Keystone. 








MAN of character and real selling abil- 
ity open for position in reputable credit 
jewelry store; truly, a valuable man. 
Address ‘'M., 2516,’ care Jewelers’ Cir- 
cular-Keystone. 











OPEN FOR OFFERS; store manager of 
outstanding ability ; thoroughly familiar 
successful installment operation; in the 
prime of life. Address “L., 2515,” care 
Jewelers’ Circular-Keystone. 


SILVER SALESMAN, many years retail 
experience, seeks position with manu- 
facturer; travel; age 42; protestant: 
salary secondary, Address “A., 2504,” 

care Jewelers’ Circular-Keystone. 








WATCHMAKER, 25 years’ experience, 
conscientious worker; no bad habits: 
capable of taking charge of watch re- 
pair department. Address “B. L., 
2525,” care Jewelers’ Circular-Keystone. 


2920, 
A-1 WATCHMAKER, 10 years’ experi- 

ence, desires steady job; ring sizing, 

jewelry repairing and plain engraving ; 

salary $35 week. Address “S., 2523,”’ 
care Jewelers’ Circular-Keystone. 


ENGRAVER, first class, 25 years’ experi- 
ence of the better kind: jewelry re- 
pairing; stone setting. Address ‘“M., 
2491," care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, jewelry repairer, stone 
setter, 15 years with large credit store; 
age 34; can furnish good reference: 
desires position. Address “E., 2477,” 
care Jewelers’ Circular-Keystone. 








YOUNG MAN desires position with 
watch importer; excellent inside man; 
married; references, Address “W., 
2502," care Jewelers’ Circular-Key- 
stone, 





YOUNG MAN, four years’ experience, 
desires position as watchmaker: own 
tools; reference; Cleveland preferred. 
Leon R. Marshall, 2301 W. 11th St., 
Cleveland, Ohio. 





YOUNG MAN, former messenger and 
shipping clerk of reputable’ stone 
house, desires position.in trade; $14: 
excellent references. A Goldman, 542 
New Lots Ave., Brooklyn, N. Y. 





FIRST CLASS jeweler, diamond setter 
and repairing; 25 years’ experience, 
desires position first class store: now 
employed. Address “A., 2536,” care 
Jewelers’ Circular-Keystone. 





OPTOMETRIST, Pennsylvania regis- 
tered, thoroughly experienced, desires 
connection in established optical de- 
partment. Address “T., 2471,” care 

Jewelers’ Circular-Keystone. 











WATCHMAKER, 10 years’ experience at 
the bench ; can do all clock and watch 
repairing ; 25 per week. Address 
“Watchmaker,” 701 Pine St., Clifton 
Forge, Va. 





MELTER and presshand, wishes posi- 
tion; thoroughly experienced. Address 
“N., 2549,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER and salesman; experi- 
enced and capable} Indiana license. C. 
Carr, 2211 S. Barr St., Fort Wayne, 
Ind. 





RETAIL SALESMAN; thoroughly ex- 
perienced, 14 years, every phase of cash 
and credit business; finest references. 
Address “M., 2570,” care Jewelers’ Cir- 
cular-Keystone. 





TRAVELING SALESMAN, large and 
small cities Middle West, many years’ 
following, jewelers, gift shops, depart- 
ment stores. Address. “A., 2154,” care 
Jewelers’ Circular-Keystone. 





YOUNG WATCHMAKER, experienced on 
all sizes; three years’ work and credit 
jewelry ; wages reasonable. Evan 
Maloney, 293 Johnson Ave., Cedar 
Rapids, Iowa. 








JEWELER and diamond setter desires 
position in first class store: best of 
references; age 40; now employed. Ad- 
dress “P., 2457,” care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER and salesman, 18 years’ 
experience; tools; best of references; 
must be steady; Protestant; single: 
can come at once. Address “C., 2441,” 
care Jewelers’ Circular-Keystone. 





FIRST CLASS watchmaker, 32 years old, 
married, American; 12 years’ experi- 
ence; good character; habits: refer- 
ences. Address ‘“‘A., 2474,” care Jewel- 
ers’ Circular-Keystone. 





A RECENTLY immigrated wholesaler, in 
the jewelry and goldware line, is look- 
ing for good and reliable connections. 
Send offers to “‘A., 2607,” care Jewelers’ 
Circular-Keystone. 

YOUNG MAN, 19, high school graduate, 
some business experience, wishes posi- 
tion; willing to learn anything; excel- 
lent references. M. Butler, 1711 Uni- 
versity Ave., Bronx, N. Y. 











ISXPERT combination mechanic, watch- 
maker, jeweler, engraver, wants Posi- 
tion extreme Southwest; first class 
character and ability. Tom McCarty 
320 West Broadway, Muskogee, Okla’ 





—_. 


DIAMOND MAN, 12 years’ experience 
with large jewelry manufacturer; as. 
sorting loose diamonds, also mounted 
work; excellent references; available 
immediately. Address “L., 64,” care 
Jewelers’ Circular-Keystone. 





WATCH IMPORTER’S assistant; young 
man, experienced, dependable; perso .- 
able; sales following with department 
stores, retailers; Metropolitan area: 
best of references. Address ‘‘N., 2572,” 
care Jewelers’ Circular-Keystone, 








SALESMAN, age 28, managerial ability, 
10 years’ experience with largest credit 
jewelry concerns in New York; excel- 
lent references; will consider out of 
town change. Address “S., 2520,” care 
Jewelers’ Circular-Keystone. 

- = ees — = 

OPPORTUNITY for credit jeweler or 
chain to avail themselves of a man who 
can substantially increase sales volume; 
also thorough = credit-collection man, 
managerial calibre. Address “P., 2519,” 
care Jewelers’ Circular-Keystone. 








CERTIFIED watchmaker, stone setter, 
light engraving and jewelry repairing, 
no watch too complicated; fast, ae- 
curate; employed at present; Swiss 
trained. Address “W., 2530,” care 
Jewelers’ Circular-Keystone. 


BUYER watches and jewelry; last five 
years employed by large chain of 
credit jewelry stores, desires to change 
present position; location in East pre- 
ferred. Address “S., 2497,” care Jewel- 
ers’ Circular-Keystone. 


WATCHMAKER, capable, experienced, 
neat; recently employed in modern 
store, in New York City; light jewelry 
repairing; assist with sales; good ref- 
erences; salary $35. Address “R., 
2496,” care Jewelers’ Circular-Keystone. 








YOUNG LADY, full charge bookkeeper, 
stenographer and all office details: ex- 
perience jobbing, manufacturing, dia- 
monds; A-1 references. Address “R., 
2589," care Jewelers’ Circular-Key- 
stone. 





BOOKKEEPER, stenographer, young 
lady, 10 years’ executive experience 
jewelry and watch trade; complete 
charge correspondence, collections and 
credits. Address “P., 2587,” care Jewel- 
ers’ Circular-Keystone. 


RETAIL SALESMAN, young, 11 years’ 
experience cash and credit, with pro- 
motional ideas, good window trimmer 
and jewelry repairman, wants steady 
position. Address “N., 2585,” care 
Jewelers’ Circular-Keystone. 


FIRST CLASS watchmaker, married, 25 
years’ experience, specializes in repair- 
ing small watches, Swiss and Ameri- 
can; willing to go anywhere, wants 
permanent position. Rudolph = Siede, 
1219 Diversey Parkway, Chicago. 





IXPERIENCED credit salesman, thor- 
ough knowledge of merchandise and 
displays; neat appearance; hard work- 
er; go anywhere; single; best refer- 
ences. Address “F., 2576,” care Jewel- 
ers’ Circular-Keystone. 








YOUNG MAN, 26, married; shipping 
stock, order and billing clerk, also 
showroom salesman; have been with 
one of largest jobbers for past three 
years. Address “L., 2547,” care Jewel- 
ers’ Circular-Keystone. 








YOUNG LADY, jewelry experience, wishes 
position; knowledge bookkeeping and 
stenography; high school, business, col- 
lege education; excellent references. 
Mertzel, 1711 University Ave., Bronx, 
N. Y. Tremont 2-6185. 
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WHAT ABOUT YOU? 


PERHAPS the greatest obstacle to a real volume of 
business in men’s jewelry is the attitude of jewelers 
themselves. If the jeweler indicates by his own example 
that he doesn’t consider it desirable to wear jewelry, 
how can he expect other people to be very much im- 
pressed when he tries to interest them in buying it? 

This is by no means a new subject, but it was again 
brought home to us by some observations at the Eastern 
Conclave of the American Gem Society a couple of 
weeks ago. Here was a group of more than one hundred 
jewelers drawn from the supposedly top-notch stores 
of the country—stores appealing for the most part to 
the better class of customers—exactly the type of stores 
and clientele where style trends are fostered. And what 
do we find? 

One of the members has given us a report of a little 
census that he took of the jewelry worn at every com- 
mittee meeting, luncheon group, and dinner which he 
attended during the three days, the groups ranging in 
size from four to fifteen men. 

In one group of fifteen, three jewelers were wearing 
no rings whatever, only seven had stone rings, and only 
one a wedding ring. In no group were more than halt 
the men wearing cuff-links, and only a scattering few 
had scarf-pins. No cigarette cases were seen, and only a 
very few lighters. And, believe it or not, in each of 
two different groups there was one member who actually 
did not wear a watch! 

Is it any wonder if these men find it hard to interest 
their customers in men’s jewelry? Men’s jewelry can 
be sold if it’s properly merchandised, as a recent sur- 
vey reported elsewhere in this issue shows. Certainly 
one of the most obvious steps in promoting it is for the 
jeweler himself to set the example. 


HOW SMOOTH? 


WE have the highest admiration and respect for 
that mechanical marvel, the present-day American auto- 
mobile. Its manufacturers have a wonderful story to 
tell of its flashing speed, its luxurious comfort, its 
rugged endurance and its unfailing reliability. All of 
which makes it a little difficult to understand why, with 
so much inspiring material to draw upon for their sales 
talk, the Buick Motor Co. should have felt it necessary 
in their ad in The Saturday Evening Post of Feb. 24 to 
resort to the obviously ridiculous claim that even a fine 
watch is “rougher than the new Buick engine.” 
and 
by automobile standards it’s remarkably smooth and 
quiet. But when its makers try to tell us that it has 
less vibration and noise than the watch on our wrist. 
it not only seems just a little silly, but makes us wonder 
if we hadn’t better discount some of their other claims 


The Buick is a fine car—we drive one ourselves 


as well. 


When automobile manufacturers develop a model that 
will run for a year on one drop of oil, that requires ser- 
vice only once a year, and that is still silent and vibra- 
tionless after years of hard careless usage, it will be time 
enough for them to begin comparing their product to a 
watch in smoothness and precision. 


COME SEVEN! 

IF you never gamble, skip this one. But if you do, 
read it and heed before you ‘“‘read ’em and weep.” 

Professional gamblers, apparently thinking that men 
who daily handle diamonds and gems must be rolling 
in money, seem to have decided that jewelry trade 
gatherings would be a happy hunting ground. During 
the past winter these gentry have appeared at several 
affairs where they have mingled after dinner with legiti- 
mate guests and started or joined crap games in which 
their crooked dice made substantial clean-ups. 

Six of them were caught and arrested at the dinner 
of the New England Manufacturing Jewelers and Sil- 
versmiths with 500 pairs of phoney dice in their pockets. 
One of the men also had a “route list’? of dinner and 
convention dates—draw your own conclusions. 

There are going to be a lot of conventions in the next 
few months, and it’s dollars to doughnuts that the quick- 
fingered experts 
them. Don’t be 
all the other players. 


will be on hand for at least some of 
a sucker—don’t play unless you know 


PLEASE REMIT 
MOST of the state and local jewelry associations 
hold their annual conventions during the next three 
months. And most of them (with a few notable excep- 
tions who pay their own way), are starting their annual 
drive on manufacturers and wholesalers who are being 
“invited” to kick in with a contribution, thinly disguised 
as an advertisement in a convention program, to help 
pay the association’s expenses for another year. 
Granting that some of these associations do or have 
done worthwhile things for their members. we’ve never 
been able to see why the people who benefit from a 
thing shouldn't be the ones to pay for it. These associa- 
If that help isn’t 
worth enough to those retailers for them to be willing 


tions are supposed to help retailers. 


to pay what it costs, what excuse is there for continuing 
it, and asking someone else to foot the bill? 

Isn’t it about time for more associations to begin 
financing their activities through dues and assessments 
of members and not by hitch-hiking on suppliers? 
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